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FAIR, Today 


and lomorrow 


by BELLE KOGAN 


Miss Kogan is a well-known product designer. Her expe- 
rience covers silverware, ceramics, plastics and wood. 


ILLIONS of words race daily from the publicity 

offices of the 1939 New York World’s Fair to tell 
the public the story of this “greatest show on 
earth.” ‘Tons of statistics have been issued about the 
number of cubic yards of earth and concrete that are 
required, the miles of roads and walks that are being 
built, the quantity of hot dogs that will be consumed. 

All of this no doubt is highly desirable, but the real 
significance of the Fair lies, not in its physical vastness, 
but in the influence it will have on the habits and ideas 
of millions of people—and its consequent influence on 
business, on style, on buying habits. 

Not in New York alone, but to the customers of you: 
store, in your city, vividly painted pictures of the Fair 
and its wonders are being constantly presented, and 
millions of men and women from San. Diego to Boston 
and from Minneapolis to New Orleans will see these 
wonders with their own eyes. 

Every one of these millions of visitors is going to get 
great, tremendous doses of new ideas, and wittingly or 
unwittingly, some of them are sure to “take.” 

Every great Fair has left its mark upon the goods 
and habits of the nation. Just as the Centennial Expo- 
sition of 1876 awoke people to a realization that the 
machine age was arriving—just as the Columbian Expo- 
sition of 1893 stimulated interest in the cultural aspects 
of life—just as the Century of Progress in 1933 and 
1934 hastened the trend toward modern architecture, 


WORLD'S FAIR WINDOW AT MARCUS & CO. 
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lighting and color—so the influence of the New York 
Fair of 1939 will make itself felt in coming months and 
years. 

A new era in the standards of living is impending. 
Changes are going to take place in tastes, ideas and com- 
forts; changes affecting our homes, our apparel, our food 
and our pleasure, that are destined to make the merchan- 
dise of today obsolete tomorrow. New discoveries in 
materials, in mechanical improvements, in production, 
are ready to push into the discard much that seems en- 
tirely adequate at present. 

As Harper’s Bazaar said in its February issue to the 
fashion-minded women of America—‘‘You won't be the 
same woman after you ve seen the Fair. No woman will. 
Not even the Queen of England.” 

Nor will the merchandise of tomorrow. Already, in 
so simple a thing as a glass ashtray we see deft use made 
of masses and planes suggested by the architecture of 
the World’s Fair buildings. In the use by Fair artists 
of modern decoration and color to give warmth and life 
to modern buildings, we find a welcome new treatment 
of the modern that is bound to be more acceptable to the 
public at large than the earlier modern forms, which 
seemed cold and lifeless and unappealing. 

Designs in silver, watch cases, personal jewelry, glass, 
pottery and gift wares, all will feel the impact of the 
ideas of the World’s Fair. 

One of the predictable effects is a trend toward a 
kind of Modern design that will likely receive a greater 
welcome from the public than any of the previous mani- 
festations. This is a warmer, more livable, less func- 
tional Modern, resulting from the application of color 
and decoration to Modern forms. Since drama is the 
desired effect of the Fair, every means is being used to 
lend added drama to architecture, display and scheme. 
From this comes the addition of decoration and color 
to forms that have hitherto had to stand alone—some- 
what coldly, so far as the public is concerned. 

The Fair buildings, vividly painted and given the 
added animation of mural decoration, are striking de- 

(Please turn to page 71) 








It's "Bulova watch time" at 
the Fair's information booths 


Longines-Wittnauer's "Theater 


of Time and Space" Kk s 
| air 


XHIBITS of jewelers’ merchandise at the New 

York World’s Fair are noteworthy more for their 
quality than their quantity. Comparatively few manu- 
facturers in this field are using the Fair to display their 
goods, but those that are exhibiting are doing so in an 
outstanding way. 

Most striking perhaps, is the House of Jewels, spon- 
sored by the DeBeers Syndicate and five leading Fifth 
Avenue jewelers. This is described elsewhere in a 
separate article. 

Of the manufacturers of jewelry store merchandise, 
watchmakers have taken advantage of the facilities 
offered by the Fair to a considerably greater extent than 
any other group. 

The Elgin National Watch Co. has erected a building 
of its own—the Elgin Watch Observatory. 

Colorfully and romantically, this exhibit will relate 
the “chronicle of Time” from the first Egyptian water 
clock down to modern watches and even to a glimpse 
of the timepiece of tomorrow. 

In gleaming white, an exhibit hall of semi-circular 





Airplane picture of the New York World's Fair, showing state of completion of the main exhibit area last month. Circles 
indicate: (1) the House of Jewels; (2) the Lagoon of Nations, with the French and Belgian buildings; (3) the Swiss 
Pavilion; (4) the Japanese Pavilion; (5) the Elgin Observatory. Longines-Wittnauer building is not in area shown. 


Will Publicize Jewelers’ Goods 


Observations of the stars will be made from the Elgin Observatory. 


shape hugs a circular astronomical observatory. Here, 
the “chronicle of Time” will be traced by about 50 actual, 
old-time clocks and watches, while a “Mural of Time,” 
110 x 12 feet, on the walls shows how time has become 
more and more important through the ages. 

At another point is a unique display, in which eight 
or ten manikins about 18 inches tall and beautifully 
dressed, move in and out on a stage to show different 
modern watches worn in the smartest way. 

Another interesting exhibit shows 40 ancient model 
escapements all going at the same time, the pendulums 
all swinging differently. Other exhibits include a large- 
scale model of a watch in actual operation and a display 
of watch parts, and the actual making of watch parts 
on modern equipment, just as it is done in the factory. 

From this point, the visitor enters the observatory 
proper, where astronomical clocks and the determination 
of time from the stars are shown. On clear nights the 
dome of the observatory is opened for observations. On 


unfavorable nights the dome is left closed and the posi- 
(Please turn to page 77) 
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House of Jewels 
Shows Splendor 
of Diamonds 


Above, the largest exhibit of rough diamonds 
ever assembled for public view will be shown by 
DeBeers, associated companies and the Dia- 
mond Corp. Terraces give spectators good view 









Left, the classically simple House of Jewels, in 
which five Fifth Avenue jewelers have joined with 
diamond producers to show the industry's art 


Below, main feature of the exhibit will be a 
tower of gems resting on a block of kimberlite 
and surmounted by a diamond-studded globe 


HEN the history of the New York World’s Fair is written, it will 

probably record that the smallest exhibition building housed the most 
valuable display. The House of Jewels, sponsored by five New York 
jewelers, DeBeers Consolidated Mines, Ltd., associated companies and 
the Diamond Corporation, will contain uncut diamonds worth more than 
$1,500,000. . 

The classic structure is situated on the main esplanade of the Fair, 
almost within the shadow of the Trylon and the Perisphere, the theme 
center of the exposition. It is anticipated that 10,000 people each day 
will see its exhibits. 

Entering, you will see on the left three showings of silverware crafts- 
manship, by Cartier, Inc., Tiffany & Co., and Black, Starr & Frost- 
Gorham, Inc. 

The amphitheater at the end of the building will then engage your 
attention. Here, in the presence of the largest exhibit of rough diamonds 
ever assembled for public view, you will witness a 15-minute performance 
of “the drama of the diamond.” ‘Soft music ... the lights dim . . . the 
recorded voice of a professional radio announcer describes the exhibit, 
and as he speaks a beam of light plays on the particular pile of diamond 
crystals or cut gem that is being discussed. Meanwhile two large bays 
containing rough diamonds of every description, ranging from the cheap- 
est crystals to gems of the finest color and purity, are gradually illuminated. 

Climaxing the talk, the central feature bursts into light. This is a 
revolving tower over 15 feet high resting on a block of kimberlite or “blue 
ground” and surmounted by a platinum globe revealing continents in 
relief and the oceans in turquoise. The principal diamond-producing areas 
of the earth are indicated by diamonds imbedded in the platinum. Above 
the kimberlite is a crucible, with flames darting from its under side in 
token of the volcanic action which produced diamonds, while from the 
upper side of the crucible lights flood the rotating spiral of brilliants, which 
seem to emerge from the crucible and circle (please turn to page 67) 
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WATCH 


ad the SIDE of 


YOUR WRIST 


Let’s Wateh for Tomorrow 


trylon and perisphere cut-outs effective 
as window background for side wrist watches 
by Raymond Hay, Coschocton, Ohio 


HE side wrist watch is startling—arresting—new. 

It has an idea back of it good enough to cause dis- 
cussion. Controversy is free publicity. People like to 
talk about new model cars, and they will do the same 
about your side wrist watches. 

You now have in your stock a representative selection 
If they are mixed with 
Grouped by 
cre- 


of these radically new watches. 
your other watches they look strange. 
themselves they will stand out as the 1939 style 
ations. You have the same advantage as the automobile 
dealer. New mechanical features to talk about, more 
comfort, better fit, pride of possessing the latest style— 
any real salesman could go to town with these selling 
features. 

Every time a style changes, somebody profits. When 
pocket watches were big and clumsy, they lasted a life- 
time—and who cared? Now they are wafer thin. People 
buy them because of their beauty, yet the movements are 
better than ever before. 

During the period when white gold was popular, you 
sold watches because they were in style. As natural gold 
returned to favor, jewelers who sensed the changing 
trend were ready for more sales. The curved wrist 
watch was an innovation; the side wrist watch is a sen- 
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sation. Jewelers cannot expect the youth of today to 
enthuse over merchandise that was in vogue five years— 
or even one year ago. 

The ideal promotion for these new watches is a tie-up 
with the opening of the New York World’s Fair. Here 
is a suggestion. It is inexpensive and effective. 

Your local sign painter can easily cut out a trylon and 
perisphere, the theme of the fair, to fit your window. 
With these, against a background of black, spotlight 
your side wrist watches. Gold and silver stars might be 
included against the background. Give them an entire 
window during opening week of the World’s Fair, the 
first week in May. Focus the publicity and fanfare of 
these opening days on merchandise that you have to sell. 

The watch display as shown is easy to install. A glass 
shelf resting on four short candle-holders concentrates 
attention on the new-style watches. One watch is shown 
without the box. This is to let your customer get a better 
idea of the extreme curve. Other side wrist models are 
grouped around the display panel to create the impres- 
sion that you have a good variety of designs in this par- 
ticular type of watch. Total installation time—ten min- 
utes. It is a modern streamlined window ready for 


“é > 99 
tomorrow’s’’ sales. 












Silverware merchandising of the 
future. Milady sits in a metal. 
plastic chair before the table; 
the display unit drops down the 
metal columns, and silver pieces 
move on a conveyor inclose view 



























The Jewelry Store of Tomorrow 


by MURRAY M. PEARLSTEIN 


ME 
‘e 









Undoubtedly the forthcoming World’s Fair, like all its important pre- 
decessors, will exert a very considerable influence in shaping the lives 
and thoughts of the coming years. One of the most obvious directions in 
whieh this influence will be exerted is in the architectural pattern of our 
homes. stores and buildings. 


Accordingly. in considering the effect that the Fair is likely to have, 
The Jewelers’ Cireular-Keystone commissioned Murray M. Pearlstein, 
well known designer who has specialized in jewelry store work, and who 
has created many of the noteworthy modern establishments in the jewelry 
trade, to describe how the materials, equipment and designs which will 
be seen at the Fair could be combined to make the ideal store for the mer- 
chandising of fine jewelry—‘‘the jewelry store of tomorrow.” 


Here is his answer. It is purely speculative. of course, but since the 
things out of which he has created the result are all available today, it 
is entirely possible that the near future may see at least some of these 
ideas in actual use. At any rate it is an interesting speculation. Mr. 
Pearlstein says— 
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A glimpse of tomorrow's jewelry 
salon. Jewelry is displayed in 
the table's rotating top, the 
center of which illuminates, In- 
visible glass wall displays are 
livened by color - filtered light 








BELIEVE that the design of the jewelry store of 
I tomorrow—a tomorrow of ten, twenty or one hundred 
years hence, will be planned on the premise of “Cus- 
tomer comfort’ —making for a closer contact with the 
consumer. 

The entire store will be air conditioned, as will be 
homes, cars, buses, planes, etc. Flooring will be of a 
synthetic material furnished in sheets, manufactured as 
glass is today—rolled out in sheets. General lighting 
will be entirely concealed and thermostatically controlled 
to give the proper foot candle power as required for the 


. various departments. All glass used for displays, etc., 
le: will be of the invisible type. 

he Show cases, wall cases, wall treatments, etc., as we 
8s know them will be something relegated to antiquity. In 
w their place will be a jewelry store with movable sec- 


ondary walls, making departments interchangeable and 
flexible as required. These walls will be of a translucent 
plastic with projecting displays. Color light infiltration 
will be used with these walls for the animation of the 
displays and for the creation of general “atmosphere.” 

Jewels will be sold at a monolithic table of moulded 
plastic with chairs attached to table with sprung metal 







































supports for the upholstered seats. Jewels will be dis- 
played in the table top which will rotate, thereby elim- 
inating excess handling of merchandise. When an article 
has been selected from the display and placed in the 
center of the table, the dome automatically rises and 
lights up and the inner edge of the table also becomes 
illuminated, both focusing the light directly on the jewel. 
The sign “sewe.s” is suspended on plastic light con- 
veyors focusing the light on the letters. 


- ~ —— Watches will be sold on a rotating glass table sus- 
B® = f pended on a glass columnar clock which will denote the . 
. SS time by a band of illumination traveling vertically on 
| —= a. the column. The clock will be controlled by radio. Indi- 
== —_ vidual watch displays are set into the table top. Beneath 
a - : 
a ‘ ¥ the top is a shelf for the purse or chapeau. The chairs 
===> a : : . 
_ = are of heavy gage coil spring supporting upholstered 








_— oy, seats. Displays in wall will be of invisible glass and 
will be removable and interchangeable. 

Silverware will be displayed in a glass unit suspended 
at eye level on metal columns. When milady is seated at 
the sales table the entire display unit automatically 
lowers to table height and the second display unit be- 
comes a stage whereon articles of silverware rotate on a 
conveyor on which innumerable items pass in front of 
the sales table. Milady desiring to see an article at 
closer range, by either voicing her desire or raising her 
hand automatically stops the motion of the display for 
thirty seconds. The table and chairs will be one unit in 
a combination of metal and plastic. Flatware will be 
displayed in the table top. 

In brief, the jewelry store of tomorrow will be an 
efficient tool for merchandising, freed from all hamper- 
ing traditions of the past, and made possible by the co- 
operative efforts of architecture, design and invention. 




























Watch those watches rotate in 
the table top! The pillar is a 
clock, with a band of light in 
place of the conventional hands. 
Chairs are heavy coil springs 
supporting upholstered cushions 












Why 
Jewelers 


Go 
Broke 


An analysis of the causes of jewelry 
store failures, prepared for 
The Jewelers’ Circular-Keystone by 


the staff of the Jewelers Board of Trade 


When a store failure occurs, the Jewelers Board of 
Trade usually knows about it in the early stages and 
has an exceptional opportunity to learn the "whys" 
and "wherefores". The most common of these 
causes are set out here, in more or less detail. They 
may serve as timely warning signs for jewelers who 
have ignored some of the danger signs, yet are not 
so far along the danger-route that they cannot 
back-track and get upon the highway to success. 
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N practically no jewelry store failures can the down. 

hill journey be ascribed to any one single reason. To 
try to do so would usually be as foolish as to say 
swimmer drowned because he stopped breathing. Back 
of the drowning may be a score of contributing causes, 
running all the way from some queer, panic-inspiring 
mental twist in the individual’s make-up, to the fact that 
he dove into unknown water where there was a hidden 
rock, or an unsuspected undertow. 

In jewelry store failures, as in drownings, the causes 
may come entirely from the outside, may be unpredicta- 
ble, and may drag down the strongest swimmer, or the 
ablest merchant; or, the fatality may be the result of 
inside weakness, unfitness, or lack of knowledge, judg- 
ment or foresight. 

A certain few simple, fundamental principles must be 
observed by the merchant-jeweler if he is going to make 
his store a success. He may accent some of them more 
than others, but he cannot ignore any of them 100 per 
cent. 





GOSH / NO ONE 
WALKS ON 
THIS SIDE 












LOCATION 


The store must be in a neighborhood where “shopping 
habits” bring the type of people who have the desire to 
own, and the purchasing power to buy, jewelry-store 
merchandise. A jewelry store should be in the best 
shopping district. Considerations of low rent should 
never be allowed to drive it into the backwaters of 
retail trade. 

It is true that some jewelry stores in out-of-the-way 
locations, by slashing prices and advertising that they 
are “out of the high-rent district,” can offer marvelous 
bargains and have actually turned a fair amount of trade 
toward their hard-to-find doors. But think what those 
stores could have done if all the cleverness, energy, ex- 
perience, and hard work of their proprietors, and half 
the money spent on advertising, had been taken out into 
a place in the sun on the right block of the right street. 

Location for the store may be ill-chosen in the first 
place, or the character of the shopping neighborhood 
may change. There may even be a right and wrong side 
of the street—for, since the general character of all 
the stores, jewelry and otherwise, on one side of the best 
street may be higher than just across the way, 75 to 90 
per cent of the shopping traffic frequently flows along 
one side of the street. 

Many a jewelry store has failed, largely because it 
originally located, or stayed too long, in a spot where 
the sun of success simply did not shine or had ceased to 
shine. 
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A "GOOD FRONT" 

This doesn’t mean just show-windows, entrance doors, 
and signs. When we say “a good front” we're talking 
about every inch of the store from front to back, the 
floor, the walls, the lighting fixtures, the show cases and 
counters, and the store personnel. We're talking about 
the general atmosphere of the store—the way it im- 
presses people and the memories of it they hold in their 
minds until the next time they want to make a jewelry 
store purchase. 

A “good front” need not be, and should not be, over 
costly. It should not be an addition to overhead bur- 
den. It should be a creator of sales, a speeder-up of 
turnover. a builder of profits. To be those things it can- 
not be a “hole-in-the-wall” atmosphere. When people 
buy jewelry store goods, they feel that they are purchas- 
ing the niceties of living, and it’s only human nature for 
them to turn, for those things, where the whole feeling 
of the place expresses that idea. 

A jeweler may shout till he’s black in the face, “I 
don’t waste money on elaborate decorations and fixtures. 
That’s why I can sell to you at such low prices!’ But 
nine times out of ten that jeweler is doing business with 
the purely price-buyers who want the cheapest goods 
and will even haggle to get his already cut price still 
further down. Because such people are not real buyers 
in good times, and simply disappear when times are hard, 
the mortality among jewelry stores that neglect the mat- 
ter of a “good front’ is high. 


DON'T PLAY A LONE HAND 


We have had opportunity to study thousands of retail 
jewelers. We have found most of them to be able, in- 
telligent men. But we have also found that most of 
them are individualists—men who want to “run their 
own businesses,’ men who tend to accent, in their 
stores, only those phases of the jewelry business that 
interest them most. 

We know of stores where the proprietor is an expert 
watch repairer and makes real money on his repair 
department; but loses money on the other departments 
because he is not merchandising-minded. We even know 
stores where the watch-repairing owner will stand and 
talk the intricacies of watch repairing with a customer 
who would rather get out and be on his way, while an- 
other customer, interested in making a really large pur- 
chase, is getting impatient at being kept waiting. 

We know other jewelry proprietors who know nothing 
about watch repairing and play a losing game on watch 
repairs, but do very well with other phases of the busi- 
ness. We know stores where the owner is a capable 
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salesman and trains his sales assistants well; though he 
is a most inexpert buyer, yet nevertheless he insists on 
doing all the buying. 

Here at the Jewelers Board of Trade we have seen 
case after case where two stores have failed in the same 
town, the same neighborhood, and almost at the same 
time . . . stores headed by men who were able in some 
one direction but weak in others, and whose special abil- 
ities were different and complementary to each other. 
Those stores could have consolidated to build up a real 
success if their owners had not been so insistent on 
playing lone hands, on “running their own businesses 
100 per cent.” 

We have seen cases where a smart young bookkeeper, 
or an up-and-coming sales assistant, taken into partner- 
ship, could have saved the business and helped to build 
it up to an outstanding success; but the stubbornly 
“lone wolf’ characteristics of the proprietor stood in the 
way. 

Too many of these individualists seem to be convinced 
that a consolidation or the taking in of a partner is 
going to cut their personal income in two, and so back 
away from the idea like a skittish horse. They cannot 
seem to understand that their own inabilities, working 
against their outstanding abilities, are what is reducing 
their income and heading them toward slow failure, and 
that a sharing of duties, responsibilities and ideas with 
someone whose ability is along different lines can multi- 
ply the earnings of the store and greatly increase what 
the original owner can take out of it, when going it 
alone. 





DON'T DRINK FROM EVERY STREAM 


Don’t have too many sources of supply. Study the 
manufacturers and the wholesalers. Get to know them 
and their goods and their services really well, and 
then concentrate, in your buying, on the few that are 
the best from your point of view. Then you'll be a big 
enough customer to each of those few to be important 
to them. 

When you have many little accounts among a great 
number of creditors, you don’t amount to much with any 
of them. If you get into difficulties your small account 
doesn’t mean enough for them to carry you along and 
put in a lot of work and effort to get you on your feet 
again. But if you have bought from a small, well- 
selected group of manufacturers or wholesalers, your 
account with each one is of some importance. What's 
more, they all know you pretty well, and know that if 
you can be helped over the hill you will continue to be 


a worth-while customer. Many a jewelry store failure 
(Please turn to page 92) 






























MEMBERS OF MAX A. KOHEN'S "JUNIOR NEWS PHOTOGRAPHY CLUB" 





Photegraphy Classes... 


by HAROLD S. KAHM 


HEN Harold G. Kohen, vice-president and general 

manager of the Max A. Kohen Co., credit jewelers 
of Minneapolis, conceived the idea of adding a small 
sideline of photographic equipment, he didn’t dream that 
this “small sideline” would develop almost overnight 
into a major department in the store, requiring the ser- 
vices of two photographic specialists to handle the needs 
of the customers. 

He says, “We started the project on Oct. 1, 1938, 
with an idea that $1,000 worth of stock would be ample. 
But we promptly ran into a snag. Everything the people 
came in to get, we didn’t seem to have. It became neces- 
sary to increase our stock without delay. Within three 
months’ time we had an inventory of more than $12,000 
in equipment, and a department doing a business far be- 
yond our wildest dreams.” 

He continues: “Once we discovered the enormous po- 
tentialities of this ‘sideline,’ we immediately took steps 
to develop it to the limit of our ingenuity. To this end 
we established free classes in photography for children 
10 to 18 years of age. We started the classes several 
weeks before Christmas with the idea in mind that by 
interesting the youngsters in photographic equipment 
just before the holidays, exciting their enthusiasm, there 
would be a lot of gifts resulting from it. 

“In this we were entirely correct. We did a tremen- 
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--- Build trade and traffic 


What's more interesting than news pictures? ‘Tak- 
ing them,’ echo thousands of camera fans. The 
popularity of picture magazines has added im- 
petus to the newest pastime. No secrets are safe 
from the roving camera "fiend," but there's gold in 
his hobby. Here's how one jeweler developed a 
profitable business in cameras and camera supplies. 


dous Christmas business in cameras and other equipment, 
purchased by the parents of our free-class students. 

“The classes themselves are easily conducted and at 
nominal cost. They are held Saturday mornings in a 
hotel a few doors away, and the room costs only $5 per 
meeting. There is no other overhead except for the 
advertising, which is limited. The first class was at- 
tended by less than 40 kids, but the attendance has 
been stepped up to 125, and it is increasing each week. 
This increase is due to mouth-to-mouth advertising. It 
required only two newspaper ads to get the machinery 
started. 

“After each class the store is jammed with youngsters, 
buying their week’s supply of film or other equipment. 
Sometimes expensive merchandise is purchased by them 
after these classes. 

“The classes are conducted by Waldo Bretson, the 
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manager of the department. Each week he secures a 
guest speaker, who may be the salesman from a large 
photographic concern, and who will explain the details of 
his company’s products; he may be a college instructor 
in photography or a well-known amateur or professional 
photographer. The students are taught the proper way 
to take pictures, the use of an exposure meter, the right 
backgrounds, how to print and develop, etc. The free 
course covers all angles of the subject. 

“These classes have been so successful, and have 
brought in so much business,” states Mr. Kohen, “that 
we are now starting similar classes for adults, to be held 
on Tuesday nights. In connection with the kids, we 
are starting a club to be called the Max A. Kohen’s 
Junior News Photography Club. The members will have 
buttons to identify them, and we are tying up with a 
local newspaper which will print and award prizes for 
the best news pictures submitted by club members. 

“In the spring, we intend to sponsor bus trips for 
camera fans, similar to the train trips of that type popu- 
lar in the East. The arrangements have already been 
completed, and the date is set tentatively for April. 

“We find that the photographic supply customers rep- 
resent a step upward for us. They are of a rather higher 
type than the usual customers of credit jewelry stores 
and have more money to spend. Our average Christmas 
sale, for example, ran between $50 and $55. The lowest 
item was $14.75, the highest, $225. The mark-up aver- 
ages one-third to 40 per cent, which is less than 
the jewelry mark-up but is compensated for by in- 
creased volume and more rapid turn-over.” 

The following advice and information to jewelers who 

(Please turn to page 78) 
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A "SIDELINE" THAT GREW INTO A $12,000 DEPARTMENT 


MINNEAPOLIS BOYS jem 
RESPONDED EAGERLY 
TO THIS INVITATION 














AN UNUSUAL "LETTER" THAT GETS RESULTS 








D. C. LITTLEPAGE, 


CREDIT MANAGER 
PRATT JEWELRY ; 


CO., TYLER, Tey, 


by RUEL McDANIEL 


This System SELLS 
As Well as Colleets 


HE scope of the credit manager’s activities should 

cover selling jewelry as well as collecting for what 
others sell, believes B. C. Littlepage, credit manager 
of the Pratt Jewelry Co., Tyler, Texas. Mr. Littlepage 
handles a peak of 3400 accounts and a year-round aver- 
age of 2200; yet he also finds it possible to sell mer- 
chandise as well. 

“By this I do not mean that the credit manager’s job 
is to get on the floor and sell jewelry over the counter,” 
he explains, “but he should exercise his opportunity to 
sell credit customers on the store in general, through the 
goodwill he can create through his department. We be- 
lieve here that collecting accounts is only a part of the 
credit man’s job. Another big part of his work is to see 
that while he is getting the money from obstinate custo- 
mers he keeps them friendly with the store and keeps 
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satisfactory credit accounts active as long as possible.” 

The company budgets five per cent for credit losses. 
Actually, the loss is only a little above two per cent, ac- 
cording to Mr. Littlepage. Of his 2200 credit accounts 
(average) 51 per cent are 30-day accounts; 49 per cent 
are paying in installments. The firm does not charge 
interest, nor does it make any carrying charge for in- 
stallment accounts. 

Mr. Littlepage believes that it is a mistake to be too 
strict about granting installment credit. When his losses 
drop to two per cent or lower, he feels that he has 
passed up some business that the store should have 
taken a chance on carrying on the books. 

“We check all applications with the local credit bu- 
reau,” he explains, “but its report is by no means final. 
We have had some excellent credit customers whom the 
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HAVE 
YOU... 





Get the cash but keep ’em friendly with the store. 
says this Texan who manages 2200 credit accounts. 
The system which he has evolved and describes 


here has proved to be effective in both respects 
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INSIDE PAGES POLITELY REMIND OF AMOUNT DUE 


credit bureau reported unfavorably. We place each ap- 
plicant for credit on a personal basis and handle the 
customer that way, both when granting credit and in 
making collections. By so doing, we not cnly avoid 
offending some persons whose integrity is good but we 
also get some desirable business that otherwise we might 
pass up. 

“We believe that even when the credit bureau gives 
an unfavorable report on a prospect, there are often 
two sides to the question. So we tell the prospective 
customer frankly what report we have on him and then 
invite him to tell his side of the matter. It turns out 
in some cases that the account which has reported un- 
favorably for the prospect is a disputed one—and that 
the prospect inherently is a good credit risk. 

“Whatever the report, we ask the applicant to tell us 
frankly why his reputation is such as it is with the 
credit bureau. In many cases, after a frank talk we are 
able to open an installment account that proves highly 
satisfactory.” 

By talking over his credit standing with a customer, 
Mr. Littlepage then is able to know fairly accurately 
what to do in the future to collect the account; and he 
handles such cases individually. 

There was, for example, a young man who owed the 
store an old installment account. The amount was $35, 
and it was considerably overdue. The customer was 
going to be married, he wanted to buy $120 worth of 
rings. Mr. Littlepage did not turn him down, as would 
have been the natural inclination. Instead, he told him 
he should pay the old account and that the request 
would be considered. Next day Mr. Littlepage, who 
knew the girl the young man planned to marry, invited 
her to his office. 
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BACK COVER PREACHES 
THE VALUE OF CREDIT 


Here he told her frankly about the old account the 
boy owed and of his request for additional credit. “Yes, 
we talked that over,” she replied, “and the rest of his 
accounts, too. We’ve worked out a budget plan whereby 
we can pay off those obligations gradually. . . .” 

When the young man came back, Mr. Littlepage told 
him if he would pay the $35 due on the old account, 
he could have the rings, with 12 months in which to 
pay them. 

The customer readily agreed. He paid $10 a month 
for three months with exceptional promptness. The 
fourth month, however, he paid only $5. When Mr. 
Littlepage noted this on his daily report, he immedi- 
ately telephoned the young customer and reminded him 
of his promise. He came down the following day, paid 
the additional $5 and he has not missed a payment, or 
reduced one, since. 

“The moral of that, if any,’ Mr. Littlepage points 
out, “is that if I had not considered this young man as 
an individual case and handled it accordingly, we might 
not have collected the old account; and certainly we 
would not have obtained that additional $120 worth of 
profitable business.” 

When a credit applicant’s reputation is such that the 
risk is too great to sell him on regular installments, Mr. 
Littlepage still does not pass up the case as hopeless. 

(Please turn to page 74) 











1939 will be big. marriage year because of nuptials delayed 
during the recession—last year brides brought about 


$69,000,000 to jewelers, with weddings 13% fewer than in 1937 


by J. Rodman Keagy 


j OW big a slice will America’s brides make in 1939’s 
business cake? 

This is a question with which jewelers are vitally 
concerned, for economists tell us that sales directly at- 
tributed to weddings account for one-quarter of the 
jeweler’s annual sales volume. 

If such is the case the newlyweds of last year, and 
their friends and relatives who bought them gifts, made 
American jewelers’ cash registers jingle to the tune of 
$69,000,000. 

This, it must be remembered, is not by any means the 
full amount spent during the year on weddings, for be- 
sides other sales of jewelry and kindred merchandise 
sold through mediums other than retail jewelry stores, 
such as department stores, millions more went to coutu- 
riers, beauticians, specialty shops, florists, bakers, fur- 
niture dealers, real estate agents and many others. 

That economic conditions and marriages fluctuate in 
direct proportion to each other is shown conclusively by 
the annual study on marriages just completed by this 
journal. 

The number of marriages in the United States last 
year fell off nearly 13.5 per cent from 1937. Jewelry 
sales made by retail jewelers likewise went down, 11.5 
per cent. 

Economic conditions, new health laws and other mar- 
riage regulatory measures caused thousands to postpone 
their wedding plans last year. Undoubtedly this year’s 


Here Gome the Brides! 
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.ness improvement loosens the backlog in this jam of 









weddings will far exceed last year’s, as anticipated busi- 


“frozen” romances, and as the dread of compulsory 
health examinations disappears. 

THe JEWELERS Crircutar-KeystTone estimates that 
there were approximately 1,285,300 marriages in the 
United States last year, as compared with the 1937 esti- 
mate of 1,484,468 marriages. 

Fifty of the largest American cities, with an aggregate 
population of 31,033,866, or one-quarter of the nation’s 
population, reported that they had 321,327 marriages in 
1938. These same cities reported 371,117 marriages in 
1937; 354,720 in 1936; 328,818 in 19385 and 325,932 
in 1934. 

The only large cities surveyed to show increases in 
the number of marriages last year over 1937 were 
St. Louis with an increase of 38.5 per cent; Toledo with 
24 per cent; Louisville with 12 per cent; Hartford, 
Conn., with 11 per cent; Bridgeport, Conn., with 3 per 
cent; Indianapolis with 2 per cent and Springfield with 
less than one per cent. 

“The most important reason for the unusual increase 
of marriages in St. Louis during 1938 as compared with 
1937, was the Marriage Health Law of our sister state, 
Illinois,” comments H. O. Whiteside, director of re- 
search for the St. Louis Chamber of Commerce. 

“A very large number of the marriages recorded at 
St. Louis are accounted for by residents of Illinois com- 
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‘ng to St. Louis to marry, in order to avoid the examina- 
tion required under Illinois law. 

“A second cause of increase in marriage licenses issued 
is the economic condition of St. Louis. The city did not 
suffer in the late 1937-early 1938 recession to the extent 
that some other cities did. During the latter half of 1938 
business activity picked up sharply and as is usually 
the case when this happens, the marriages increased.” 

This reason for the big increase for St. Louis is re- 
flected in Chicago’s drop of 26 per cent. Illinois is 
operating under a three-day notice intention law and a 
law requiring a medical examination. 

New York City’s marriages fell off by nearly 16 per 
cent, largely because of a new health law which became 
effective on July 1, 1938. 

In this connection it is interesting to note that Con- 
necticut cities, which showed losses in 1937 and 1936, 
picked up last year as a result of the public’s recon- 
ciliation to such provisions. Connecticut, the first 
of five states to require health examination from both 





parties to a marriage, dropped from 11,109 licenses in 
1935 to 7,347 in 1936, the first year that regulations 
were in effect, while figures in neighboring New York 
counties increased proportionately. 

Connecticut, New York, Wisconsin, Illinois, New Jer- 
sey, Rhode Island and New Hampshire now require 
both individuals to submit to Wasserman or similar lab- 
oratory blood tests. A physician’s certificate is required 
for males in Alabama, Louisiana, Michigan, North Car- 
olina, Oregon, Texas, Washington, Wisconsin and Wy- 
oming. 

The time element has also had a marked effect on 
the number of marriages. Year by year states are 
making it more difficult, for starry-eyed couples, mo- 
tivated by love or strong drink, to make their hasty 
alliances at some Gretna Green. 

One of the most famous of ali American Gretna 
Greens, Elkton, Md.—a small town which drew regular 
patronage from five or more states—lost its principal 
distinction when, on Nov. 8, 1938, Maryland voted to 
require a wait of 48 hours between the time of issuance 
of the license and the performance of the wedding 
ceremony. 

As a result of this the license issuance at Elkton 
dropped from 2,311 in October to 1,844 in November 
and to 596 in December. Only Chicago and New York 
issued more licenses than little Elkton during October. 


Jewelers in neighboring states can give thanks to the 
(Please turn to page 115) 





RUUMIOUNLLNANLTAUSLOPRUAUERULLU ATER UOOLOUU EO OOSSOLGOOGUEAUL OLA GUOGOOG SEE QGOSUESUOLO SORA UOUGOSONAOMAUNASUOOUGNSU AULA OLAS EG UALS AsM ANNAN MGUOGREUUUOONGEUOOOOSUESUUUOOGSSEUOULOGEUAOUUOOOSEOLAGOSGGSOLAASUOOOOMASSLUGEOGRLLOOASSNGOUOORSUOOUOALEREUU MUN OAULAGRULUUAQ GAS SU ASLO 
Issue of Marriage Licenses, Month by Month, During 1938 in 50 Large U. S. Cities 
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JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 1938 1937 1987 

I asia weaaxanes 169 121 159 £167 «221 299 200 280 211 236 250 227 2,540 2,650 — 4.15 
/ 8 & eeeerel 58 57 63 91 129 298 27 67 51 83 64 48 1,036 1,193 —13.16 
*A' SMR ci naxwecnse 212 4206 4«=6220's«sa247—isia283BS 874 8320 320 325 270 258  =357 8,892 3,551 — 4.47 
BALTIMORE, MD. ......... 573 548 460 680 6387 1,009 599 787 759 749 £1775 #568 8,139 8,486 — 4.08 
*BIRMINGHAM, ALA. ..... 352 366 380 434 412 476 385 436 5382 486 456 600 5,315 5,889 — 8.93 
BOSTON, MASS. ........... 457 862 458 572 791 849 546 826 731 716 546 6520 7,869 7,817 — 5.78 
BUFFALO, N. Y. .......... 222 «8692530 155s 2890s 493—s«i1, 2381 95 274 263 #282 261 182 4,000 5,406 —26.00 
*CHICAGO, De astetkdinnea 1,608 1,779 1,517 2,616 3,450 4,058 2,351 3,381 3,056 2,749 2,592 1,954 381,106 39,617 —21.48 
*CINCINNATI, O. .......... 220 227 195 297 401 557 293 369 357 334 878 279 3,907 4,070 — 4.00 
*CLEVE B getenekek 504 556 408 595 858 1,182 745 1,015 859 797 769 594 8,827 9,678 — 8.74 
*COLUMBUS, O. ........... 158 169 160 169 192 3846 227 224 258 ##(215 218 251 2,582 2,995 —13.78 

*DALLAS, TEX. ........... 310 318 3807 871 353 492 371 368 405 415 392 557 4,654 4,748 — 1. 
i apeeeeeeees 83 98 82 118 122 184 129 141 148 185 142 162 1,544 1,722 —10.38 
DU a encninwans 170 157 168 205 284 867 252 293 259 220 227 259 2,811 3,228 —12.78 
‘DETROIT, MICH. ......... 640 563 582 859 1,096 1,215 924 1,166 1,010 554 992 902 10,508 22,466 —53.24 
“FLINT, MICH. ............ 57 17 51 87 90 104 90 101 104 98 127 114 1,100 2,269 —651.52 
*FORT WORTH, TEX. ..... 179. 174 146 209 195 298 221 226 216 287 «191 268 2,555 2,929 —12.76 
‘GRAND RAPIDS, MICH 61 73 69 182 175 218 112 175 154 157 163 106 1,594 2,073 —28.10 
HARTFORD, CONN. ....... 59 53 39 71 101 129 76 97 108 180 80 83 «1,026 921 -+-11.40 
*HOUSTON, TEX. ......... 395 438 394 462 427 615 450 472 476 553 509 610 5,796 5,967 — 28 
‘INDIANAPOLIS, IND 319 296 298 411 394 607 390 446 453 503 458 487 5,057 4,968 + 1.89 
JERSEY CITY, N. J......... 186 217 128 255 274 455 198 217 255 259 214 198 2,846 3,189 — 9.3 
KANSAS CITY, MO. ....... 219 208 289 385 315 486 288 334 3873 357 350 360 3,809 4,261 —10.60 
*LOS ANGELES, CAL. ..... 1,673 1,479 1,579 1,751 1,994 2,932 1,985 2,958 2,482 2,010 1,973 2,100 24,911 25,606 — 2.71 
*LOUISVILLE, KY. ........ 214 270 222 (809 324 «#487 320 311 326 341 391 827 3,792 3383 +12.09 
*MEMPHIS, TENN. ........ 176 146 129 174 «187 #8 194 149 161 126 147 187 228 1,954 2,084 — 6.23 
MILWAUKEE, WIS. ........ 228 «©6287 229s 255 C(tCiHTSCi“‘é‘™TL 404 482 517 886 455 254 5,815 5,787 — 8.15 
*MINNEAPOLIS, MINN 253 251 241 «369 «#591 657 350 521 509 446 360 312 4,860 5,261 — 7.62 
NEWARK, N. J. ........... 299 338 214 «386 382 659 313 219 441 372 348 283 4,204 4,917 —14.50 
NEW ORLEANS, LA. ...... 227 +225 207 214 «+239 375 276 231 303 268 259 275 8,099 38161 — 1.96 
NEW YORK, N. Y.......... 5,411 4,676 6,407 6,024 7,545 12,402 2,156 5,392 4,852 6,216 4,574 4,803 68,458 81,353 —15.85 
*OAKLAND, CAL. ......... 279 260 281 £307 #333 552 369 439 410 382 835 374 4,271 4,594 — 7.03 
*OKLAHOMA CITY, OKLA. 189 1738 184 200 195 260 193 237 +«21380«=S 2460—Ss«d1S9s—i2GHC‘“‘éi«*wA «= «2,959 —15.03 
*OMAHA, NEBR. .......... 128 185 91 111 199 255 126 167 168 162 159 119 1,820 1,941 — 6.23 
*PHILADELPHIA, PA. ..... 832 729 818 995 1,362 1,601 715 1,875 1,228 1,095 1,114 1,026 12,885 14,108 — 8.63 
*PITTSBURGH, PA. ........ 600 687 427 762 918 1,287 760 1,021 728 #=%768 844 621 9,273 11,650 —20.40 
*PORTLAND, ORE. ........ 108 =: 109 97 155 196 297 191 272 208 #195 184 98 2,100 2,358 —10.75 
PROVIDENCE, R. L ....... 133 113 189 406 #«©105 1738 119 208 198 204 170 98 2,061 2,750 —25.05 
ROCHESTER, N. Y. ........ 107 127 180 199 279 1,071 46 129 148 170 189 115 2,660 2,962 —10.19 
*ST. PAUL, MINN. ........ 161 135 116 £217 3813 382 210 314 302 281 222 148 2,801 3,035 — 7.71 
Oe. LOUm, MO. ........... 576 659 581 967 1,005 1,464 949 1,069 1,154 1,143 1,200 1,016 11,783 8,507 +38.50 
*SALT LAKE CITY, UTAH. 150 154 165 203 239 «419 197 284 302 223 #211 £188 2,735 3,036 — 9.91 
*SAN ANTONIO, TEX...... 238 260 227 «304 «+271 «3402 302 288 272 310 3811 £371 # «3,556 3,754 — 5.27 
*SAN FRANCISCO, CAL 487 403 365 467 465 1788 528 552s «60ls—si‘d4S2sC(i‘iwOGSC(it«éDASC= 3B 63H —10.50 
*SEATTLE, WASH. ........ 300 321 298 381 #407 «9679 464 514-518 44B—“ié‘wkAT:«=Ctié‘«dKDASsC*IQ 5651 — 8.15 
SYRACUSE, N. Y. ......... 66 60 45 108 182 814 46 107 ©1112 96 91 46 1,228 . 1,453 —15.82 
TI . oncusiscersens 289 268 # 256 300 366 461 332 417 368 450 440 453 4,400 3,544 +2415 
‘TULSA, OKLA. ........... 115 118 ###101 147 +# 148 180 137 159 169 168 £186 #«©195 1,768 1,989 — 8.81 
*WASHINGTON, D. C. ..... 352 267 223 382 381 #601 368 453 392 423 398 438 4618 6,882 —82.89 
WORCESTER, MASS. ...... 88 86 61 114 175 206 117 215 140 #+179 # 182 116 §#«©1,629 1,889 —11.41 
ere iis .20,880 19,937 19,441 25,879 30,846 45,458 21,411 30,505 28,535 27,606 26,147 24,782 $21,827 $71,117 —13.42 


* City figures massed with those for entire county, parish or district in which located. 
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Here's a retail association tha} 
found it possible to dispense with 
high pressure campaigns for funds 


It CAN Be Done 


ERHAPS some of you who have been reading these 

discussions of the high-pressure selling of advertising 
space in programs have agreed that the practice is an 
undesirable one, but have felt that it is necessary in 
order to raise funds to carry on the work of the asso- 
ciation. 

But is it necessary? Are there not other ways and 
means by which a retail association can raise the funds 
that are necessary for carrying on its work without hav- 
ing to make unreasonable demands upon manufacturers 
and wholesalers? 

We referred last month to the fact that the N.A.C.J. 
solicits no program advertising or other contributions 
from manufacturers or wholesalers. It sells them ex- 
hibit space on a straightforward legitimate business 
basis and stops there. Yet the N.A.C.J. does not find 
itself crippled by lack of funds. In fact it is doing one 
of the outstanding jobs in the field of retail associations, 
and its meetings are always well attended. 

Just as we were starting to write this article, we re- 
ceived from the Tennessee Watchmakers & Jewelers 
Association an announcement of their forthcoming state 
convention in May. Across the face of the association’s 
letterhead is printed in red the words: “No program 
advertisements. No solicitations.” This has been the 
unvarying policy for the past four years and is being 
continued in 1939. J. E. Coleman, past president of the 
association, and chairman of the convention committee, 
says the soundness of the idea has been thoroughly 
proved and that it is planned to continue the same policy 
in future. 

“We never have to listen while our prospects plead, 
‘Our company doesn’t participate in state conventions,’ 
or ‘We only show at national conventions,’ etc.,” Mr. 
Coleman said. “We are definitely opposed to the old 
system, whereby convention-holding associations depend 
upon manufacturers, jobbers and wholesalers to finance 
their state meetings through the purchase of display 
space or program advertising. Nobody at our conven- 
tions passes around the hat to these people, with that 
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sad, sad story, ‘Boys, we are still in a hole. Can’t you 
help us out a little?’ Tactics of that sort are to blame 
for the increasing policy of manufacturers and jobbers 
to restrict their activities to one or two national meetings. 

“Any state association, no matter how small or how 
poor, should—and can—finance its own annual meeting. 
We have done it repeatedly for four successive years, 
and already we are certain that our 1939 convention 
likewise will leave us without a deficit.” 

Between four and five hundred members of the 
jewelry trade attend these Tennessee meetings every 
year, and this does not include students or members of 
the general public because they do not register. This 
splendid attendance is brought about not because manv- 
facturers and wholesalers bribe jewelers to come with 
lavish souvenirs, entertainment or cash contributions, but 
solely because the association has made itself so useful 
to its members that they feel they cannot afford to miss 
its meetings. 

Mr. Coleman’s conclusion is simply this: “Better co- 
operation on the part of organized groups will bring 
about bigger and better conventions for the benefit of all 
the industries concerned.” 

Tennessee has no peculiar advantages that are lacking 
in other districts. It is not one of the largest states from 
the standpoint of number of jewelry stores or volume of 
jewelry sales, and it is a considerable distance away 
from the principal jewelry manufacturing and whole- 
saling centers. It is, therefore, at a disadvantage com- 
pared with many other states, yet its association stands 
on its own feet, asks no favors of any one, and does a 
fine job of promoting and protecting the interests of 
jewelers without having to resort to the sandbag to raise 
funds for carrying on its work. 

Our compliments to the Tennessee Watchmakers & 
Jewelers Association. May their meeting at Nashville on 
May 7, 8 and 9 be a complete success and may the asso- 
ciation continue to prosper and carry on its good work 
in behalf of the jewelers of the state for many years to 
come. 
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WE must again educate our customers to give at 




















Easter.” A New York jeweler talking. 

“There was a time when people made up Easter gift- 
lists that were almost as long as their Christmas ones. 
And the jewelry store got a big cut of that business. 
Now they send cards or shake hands. 

“| think, if we do a little extra work on the Easter 
season this year, we'll be able to hear a few more ‘golden 
tunes’ in the pealing of those Easter bells.“You can’t 
expect your customer to give promiscuously but you 
ought to get two sales from each: one—the gift ‘for 
her or for him’; two —something for the customer per- 
sonally. You know, Easter parade, spring ensemble, etc. 

“I'd rather sell two quality articles than half-a-dozen 
pieces of junk anyway. And so would any sensible 
jeweler. Remember, Easter rates with graduation and 


June brides if you handle it right.” 





Wadsworth 


The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avehue; San Francisco, 140 Geary Street; 
Chicago, 35 East Wacker Drive. 





THE JEWELERS’ CIRCULAR-KEYSTONE 49 
for March, 1939 











Multiple-unit show windows permit more 
than a dozen individual displays at the 
same time. Inside, latest type display fix- 
tures and louvre lights. An entire section 
in the newspapers marked the opening. 


HEN planning the opening of the new Holzman 
jewelry store in Atlanta, Lawrence Holzman, man- 
aging director, and I were in ageement on the point that 
since we were the better-type store we should not give 
anything away. Because of our success I think other 
jewelers who operate a similar type of establishment 
will be interested in how a store can be opened sucess- 
fully without having “opening specials” or “free” items. 
We felt that if we gave away 5000 articles that cost 
us perhaps only 25 cents each, the expenditure of $1,250 
would be wasted. In addition, a man who had just 
made a purchase of something for $500 might be 
offended if we gave him a 25 cent item. 

Bearing in mind that everyone likes something for 
nothing, even if they can only see it, I set about to 
make the opening of the new store as interesting as 
possible. Letters were written to every wholesaler and 
manufacturer with whom we did business, asking what 
they could furnish in the way of unusual items or ex- 
hibits. We were amazed to find that when all the ma- 
terial was assembled we had about 30 displays, from 
manufacturers and supply houses. 

For 10 days prior to the opening we had 25-word 
simple statements on three local radio stations, varying 
from five to nine spot announcements per day. A typical 
one of these was: “A rare exhibit of timepieces dating 
back to 1668 will be on display at the opening of the 
new Holzman store Monday at high noon.” 

Although some of the displays were doubtless used 
here in Atlanta before, they were never dramatized as 


Sell Your New Store 


—to the publie 


Don’t Give It Away 


By A. S. PER 
Merchandising Commi 





we dramatized them, so that people came from miles, 
even after we closed the store, to see these antiquities 
and rarities. 

The Elgin National Watch Co. sent us a collection of 
timepieces dating from 1668. The Ollendorff Watch Co. 
sent us a Swiss made display showing a watch actually 
magnetized, then dropped on a steel plate, then im- 
mersed in water, emerging unaffected, during which 
time an arm rocking back and forth illustrated how the 
watch is wound; The Towle Co. sent us a number of 
antique silver pieces dating from 1778, as well as a 

(Please turn to page 107) 
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Specializing 


Sells Diamonds 


By P. E. CRANE 


Y stressing the superiority of full-cut diamonds over 

18 facet stones, and by consistent personalization 
of advertising and selling methods, the Selle Jewelry 
Co. of St. Louis has achieved a tremendous stimulation 
of its diamond sales, and has succeeded in establishing 
itself in the consciousness of dwellers in the Missouri 
metropolis. 

According to O. Selle, proprietor of the company, few 
jewel buyers or prospective buyers knew or appreciated 
the difference between a full-cut, 58 facet diamond and 
the single cut, or 18 facet stone, until the beginning 
of an intensive advertising campaign by the Selle Co. 
some years ago. Buyers of smaller diamonds, related 
Mr. Selle, might frequently not be entirely happy with 
the appearance and brilliance of a perfectly good stone. 
not realizing that all it lacked was the additional luster 
given by the 40 extra facets in a full-cut diamond. 

A thorough-going advertising schedule has been in 
operation for several years, involving direct mail to 
customers and prospects of record, radio broadcasts, and 
consistent newspaper copy, all stressing the Selle Co. 
as the “home of 58 facet diamonds,” and informing 
jewel lovers of the difference in appearance and beauty 
lent by the full cutting. 

The Selle firm sells 58 facet stones exclusively, regard- 
less of the size of the stone, and advertises this fact. 
Further, it mounts and sets all of its own jewelry, buy- 
ing no mounted pieces at all. A well written pamphlet, 
titled “Selle 58 Facet Diamonds Are a Safe Investment” 
is given to any person, customer or not, who makes 
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Left, sketch shows how the Selle idea of 
selling only full-cut diamonds is em- 
phasized by the effective store front. 








personalized by 


Selle's advertising is 
the use of salesmen's names and photos. 


inquiry about diamonds, and explains fully and with 
illustration, the difference between full-cuts and single 
cuts. 

The personalized note is emphasized throughout the 
Selle sales and advertising methods, sales people being 
carefully trained to learn and know all customers and 
prospects by name. Occasional personal letters or 
announcements of new lines of jewelry are sent to 
such customers over the signature of the salesman who 
attends each. In Selle newspaper copy, personal mes- 
sages from each salesman are frequently run, carrying 
the salesman’s name and picture. This form of copy 
is used most heavily preceding a holiday buying period, 
such as Christmas. 

While carrying the usual complete jewelry store stock 
of all lines of watches, silver, costume jewelry and other 
precious stones, the predominance of diamonds in Selle’s 
operation is indicated by the significant fact that of the 
store’s extensive advertising approximately 80 per cent 
is devoted exclusively to diamonds. Copy appears in 
at least one of St. Louis’ metropolitan dailies nearly 
every day. 

















ARNSTEIN BROS. & CO. 
DIAMONDS 


608 Fifth Avenue 
New York | 





LONDON AMSTERDAM 
AUDREY HOUSE, ELY PLACE 2 TULPSTRAAT 























Manufacture of Synthetic Diamonds Not Yet Proved 


Summarizing a Gemological Institute of America report on "synthetics." Some found to be quartz—others 
appear not to have been made synthetically. All are less than 1/100 carat each and of negligible value. 


HE attempts of Dr. J. Willard 
Hershey, of McPherson College, 
Kans., to synthesize diamonds re- 
ceived considerable newspaper publicity 

in the spring of 1938. 

In a report to the Kansas Academy of 
Science, Hershey described the method 
he used in attempting the synthesis of 
diamond. This is essentially the same 
as that used by Moissan in 1890-1900. 
In brief, molten iron is fused with carbon 
at an extremely high temperature by 
megns of the electric furnace. The 
molten mass of iron which dissolves some 
of the carbon, is then suddenly chilled. 
The pressure which results from the 
hardening and contraction of the exterior 
of the mass, while the interior is still 
expanding, theoretically should produce 
the pressure necessary to cause the car- 
bon to crystallize as diamond. In this 
report, and in his report to the American 
Chemical Association at Denver in 1937, 
Dr. Hershey stated that from the resi- 
dues obtained by dissolving the iron, 
small diamonds were picked up. These 
stones were tested for “insolubility in 
hydrofluoric acid; hardness; density; in- 
dex of refraction, and burning in an at- 
mosphere of oxygen. The density is 
determined by methylene iodide which 
has the same density of diamond, 3.51.” 
(Note:—The specific gravity of methy- 
lene iodide is 3.32. In it diamond will 
sink.) 

Because the publicity resulting from 
Dr. Hershey’s papers and also from the 
paper read by his student-assistant 
Lewellyn D. Lloyd at the American 
Chemical Society, Dallas, Texas, on April 
20, 1938, was unfavorable to the jewelry 
trade, the Gemological Institute interest- 
ed itself in the matter. After an ex- 
change of communications, and through 
the valuable cooperation of William 
McNeil, then president of the ANRJA, 
Dr. Hershey kindly consented to send to 
the Gemological Institute for testing sev- 
eral specimens of the material which he 
had synthesized. These were received 
June 21, 1938, and a series of tests has 
been conducted by the Gemological In- 
stitute Laboratory and also by Dr. 
Thomas Clements, of the University of 
Southern California, Dr. J. H. Sturdi- 
vant, of California Institute of Tech- 
nology, and by David H. Howell, C.G. 
of Pomona College, California. 

In a letter of June 19 Dr. Hershey 
states “. . . we are sending you some 
synthetic diamonds, to test.” These 
were five stones (uncut, of course), the 
largest of which was less than 1/100th 
of a carat. 

Stone No. 1 is a fairly well-formed 
colorless octahedron which weighs some- 
thing less than 1/100th of a carat. Upon 
observation under the microscope, this 
_ Stone shows inclusions which resemble 

in all respects those characteristic of a 
South African diamond, and has the ap- 
pearance of a typical small South Afri- 
can crystal. By means of the Chaulnes 
method the refractive index was deter- 
mined to be 2.4 (+.05). A diffraction 
pattern was obtained on the stone by 
Dr. J. H. Sturdivant of the California 
Institute of Technology, who found it to 
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correspond within the limits of error to 
the value for diamond. In view of this 
extraordinary resemblance to genuine 
material, it was doubted if the specimen 
was actually produced synthetically. Dr. 
Hershey was then asked specifically 
whether it was a natural diamond. Ina 
letter of July 30 he revised the statement 
in his letter of June 19 stating, “No. 1 
that I sent is considered to be a genuine 
diamond. The remaining four are our 
synthetic gems made from carbon and 
melted iron as a solvent.” 

Tests on the remaining stones were 
then continued. Stone No. 2 is a frag- 
ment somewhat smaller than No. 1, ap- 
parently having been broken from a 
larger piece since it shows cleavage 
faces. This stone was tested for refrac- 
tive index and it also gave a reading of 
2.4 (+.05). In appearance, it is very 
similar to No. 1. except that it is more 
brownish in color and not as perfectly 
shaped. The inclusions are typical of a 
natural diamond and this stone likewise 
appears to be not a synthetic, but a 
natural stone. 

Stone No. 3 was found to float in 
methylene iodide of specific gravity 3.32, 
proving immediately that it-was not dia- 
mond. This stone was powdered and a 
small portion of the powder was used 
to determine the refractive index, which 
was found to be 1.55, and the optic char- 
acter, which was found to be uniaxial 
positive. These properties indicated the 
material to be quartz. Inasmuch, how- 
ever, as Dr. Hershey had stated in his 
papers that tests for insolubility in hy- 
drofluoric acid had been made (quartz, 
especially such a small fragment, would 
dissolve readily in hydrofluoric acid) it 
was believed desirable to make a con- 
firming test. The remaining powder was 
burned in an are by David H. Howell, 
C.G. Definite silicon lines were found 
in the resulting spectrogram, thus con- 
firming the optical identification as 
quartz. 

Stone No. 4 likewise floats in methy- 
lene iodide, has a refractive index of 
approximately 1.54 and is uniaxial posi- 
tive in optic character. These properties 
identify specimen No. 4 also as quartz. 

Specimens No. 3 and No. 4 are very 
deeply etched white semi-transparent 
fragments. From their appearance it 
may be inferred that they are the re- 
mainders of larger fragments of quartz 
which were attacked but not completely 
destroyed by the hydrofluoric acid used. 

Specimen No. 5 is the most interest- 
ing of the specimens. It also weighs 
less than 1/100th of a carat, but it dif- 
fers from numbers one and two in being 
of pronounced brown color. In external 
form it is a modification of an octahe- 
dron. Its highly rounded faces prevent 
an accurate designation of its crystal 
form, but it seems to approach the tri- 
angular trisoctahedron or the hexocta- 
hedron. By means of embedding this 
specimen in a fused mixture of 74144% 
selenium and 2514% sulphur, which has 
a refractive index of 2.417 for sodium 
light, Dr. Thomas Clements found the 
refractive index of the stone to be ap- 
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proximately 2.42. Dr. Sturdivant de- 
termined the structure of this specimen 
also to correspond with that of diamond. 
The surface is not sufficiently clear to 
allow a detailed study of the inclusions 
to be made, but from its appearance 
this stone might possibly be diamond 
produced by Dr. Hershey’s method. 
However, in view of the outcome of the 
tests on the other stones of this group, 
plus the appearance of this specimen, 
which likewise is quite similar to that 
of many South African stones, its syn- 
thetic origin may reasonably be doubted. 

Because of the above facts it is our 
opinion that the attempts of Dr. Her- 
shey to synthesize diamond have not 
achieved much greater success than have 
those of any previous experimenter. The 
same general method of suddenly cool- 
ing molten iron in which carbon was dis- 
solved was tried by Moissan, by Sir Wil- 
liam Crookes, later by R. H. McKee of 
Columbia University and now by Dr. 
Hershey. Both McKee and Hershey 
have received considerable publicity; 
and just as was the case with Moissan’s 
experiments, completely acceptable proof 
is lacking of the actual production of 
even the most minute fragment of true 
synthetic diamond. 

It is possible that Dr. Hershey has 
succeeded in producing tiny synthetic 
diamonds by this process. However, it 
is the contention of the ‘Institute and 
likewise of both Dr. Clements and David 
Howell that sufficient evidence has yet to 
be given to substantiate the synthetic 
origin of stone No. 5 or of stone No. 2. 

There may have been an opportu- 
nity for confusion of specimens in 
the system followed by Hershey and 
his assistants. As Sydney H. Ball 
pointed out in a letter of Oct. 11, 1938, 
absolutely final proof will be lacking 
“until .. . observers are present at a dem- 
onstration by Dr. Hershey. These men... 
should be permitted to mix the ingredi- 
ents used in the experiments themselves, 
should be present throughout the experi- 
mentation period, and should actually 
dissolve the product out of the metal 
after the experiment is completed.” 

Furthermore, even though Hershey 
should ultimately prove to the satisfac- 
tion of all concerned that he has been 
able to synthesize diamonds, the proof 
would be much more important from a 
theoretical than from a practical stand- 
point. The specimens which Dr. Her- 
shey sent to the Gemological Institute, 
even though all had been found to be 
truly synthetic diamonds, would have 
been of value only as abrasive material; 
and the tremendous cost of their pro- 
duction would prohibit their profitable 
production even though they had been 
many times larger and of quality suit- 
able for gems. The largest of the speci- 
mens which Dr. Hershey sent is- too 
small to be fashioned even as the small- 
est grade of melee, and even the largest 
stone he claims to have produced (1/30 
of a carat according to his reports) 
would be worth only a few cents as con- 
trasted with the many hundreds of dol- 
lars in time, equipment, and material re- 
quired to produce it. 












O longer are fashions emanating from Filmdom’s 

capital city regarded as mere fads. Hollywood 
styles are now acknowledged as ranking with the finest 
in the world. More fashion authorities of international 
reputation now come to Hollywood for inspiration and 
guidance than to any other fashion center. 

One of the outstanding jewel ensembles of the coming 
season has been designed exclusively for JEWELERS’ 
Circutar-Keystone by Dolly Tree and executed by 
Joseff—Hollywood. Miss Tree, dresser of stars for 
Metro-Goldwyn-Mayer, is well known for her American 
modes for Myrna Loy; her Rosalind Russell sleek, 
sophisticated styles, and the dainty frills worn so be- 
guilingly by Billy Burke. 

Now Miss Tree’s versatility crops up in the field of 
jewelry. Designed especially for Mona Barrie, this 
lovely clip and ring will be seen on the actress in Metro- 
Goldwyn-Mayer’s forthcoming picture, “I Take This 
Woman.” 

The pin, of dull gold with topaz, with a design of 
leaves surrounding jeweled flower petals suspended 
over a tassel of spun gold, is an interesting foil for 
simple black or the classic suit. 

Companion piece to it is the repeated leaf design edg- 
ing a round ring. Rubies, emeralds and point diamonds 
stud the leaves, which may not be botanically correct, 
but the stylist declares she merely asserts the privilege 
of “eye-pleasing license.” 





Dye 


Mona Barrie demonstrates the dramatic con- 
trast of gold and topaz against grey fur. 





A jeweled flower motif features this ring and 
pin designed by Dolly Tree, stylist for M-G-M 
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Jewelry of 


tomorrow ... 


by I. H. LAPIDUS 


One designer's conception of the 
fanciful, almost surrealist, jewel- 
ry we may see upon milady dur- 
ing the latterhalf of ‘thirty-nine 
and in rronths to come thereafter 


®@ Upper right, brooch made of platinum and 
round and baguette diamonds depicting a 
bird holding a flower spray in its beak 


®@ Upper left, the stylized head of a woman 
is the theme of a gold bracelet, the coiffure 
studded with diamonds and colored gems 


®@ Left center, a flexible "gauntlet-type" 
bracelet, made of yellow colored gold and 
set with cabochon rubies of various sizes 


@ Lower left, a necklace fantasy in form of 
an open-winged butterfly, done in platinum 
paved with round and baguette diamonds 


These designs courtesy of |'Officiel de la Bijouterie et Accessoires, Paris 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1939 





LODQIMNNOHVE = WC. 


Bracelet-—Finely matched facted "Oriental 
Marquise Diamond Centers. 


Loose or mounted Diamonds ¢ Star Sapphires ¢ Star 
Rubies * Emeralds * Catseyes. . 


CHEERFULLY SENT TO RESPONSIBLE JEWELERS ON MEMO. 


(7). ¢ 
: fp Corp Uf 


Importers of Diamonds and Precious Stones 


48 WEST Siem STREET NEW YORK 
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World’s Fair Merehandise 


S the opening of the New York 
World’s Fair approaches—April 

30 is the day—far-sighted designers 
and manufacturers are producing 
merchandise to commemorate and 
symbolize this great exposition, 
which will affect the desires of every 






























American. 

Many manufacturers of silver- 
ware, clocks, watches, jewelry, gift- 
wares and allied lines have already 
expressed this vision in specific ar- 
ticles. Tue Jeweters’ CircuLar- 
Keystone presents on this page and 
on pages 65 and 66 a preview of 
some of this merchandise, though 
limits of space prevent the showing 
of all jewelry store items of World’s 


@ Above, |4 karat clip 
brooch with trylon and 
perisphere theme made 
by Cartier, Inc., which 
also has money clips 
of similar pattern, 


Fair theme. 


@ Charms by Wal- 
ter Lampl, three 
with Fair views vis- 
ible through tiny 
magnifying glass. 


© Left, sterling silver 
teaspoon made by the 
International Silver Co. 
Coffee spoons are avail- 
able in same pattern, 


® World's Fair compact watch, made by the Ingersoll-Waterbury 
Co., above, may be used as a bag, desk or pocket watch. Dial and 
case are in blue and orange, official colors of the World's Fair. 





® Left, plated teaspoon, by the National Silver Co., has for its 
major theme the statue of George Washington, which will be a 
feature of the Fair. It also has five stars on the handle, and in the 
bowl the trylon and perisphere and the flags of various nations. 
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the New York Worlds Fair 


.. @ Masterpiece of Jewelry Craftsmanship 


When you visit the New York World’s Fair, be sure to see this marvelous exhibit 
that is creating world wide comment. Those who have seen it frankly say it surpasses 
in beauty all of the exhibits hitherto shown in any of the MIKIMOTO exhibitions. 


What could be more expressive of American tradition—the American Liberty Bell 
enshrined in the soft lustre and symmetry of exquisite MIKIMOTO Pearls—a tribute 


to Liberty and Peace. 


The Gem 
of the Ocean 


Pearls are the hardy perennial of 
jewelry fashion. In practically every 
form of jewelry—necklaces, bracelets, 
rings, clips and earrings — pearls ex- 
press fashion’s latest note. For years 
past and for years to come they will 
remain the traditional jewelry of the 
bride, the choice of smart women for 


both formal and informal wear. 


Since 1894 the MIKIMOTO seal on a 
necklace or bracelet has been a safe- 
guard—a guarantee to you and your 
customers of the highest quality of 
Cultured Pearls—grown in the living 
oysters—by MIKIMOTO—the origina- 


tor and inventor of Cultured Pearls. 
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The Jewelers’ opportunity for profit- 
able sales remains constant throughout 
the year. Why not write or call on 
us for information about MIKIMOTO 
—the finest Pearls Cultivated. 


Ww 

















STAR 
SAPPHIRES 


Emerald Cut and Marquise 


DIAMONDS 


Rubies, Emeralds, 
Pearls 


Star Rubies, 
Cat’s Eyes, Sapphires 


Star Sapphires, ranging in colors from exqui- 

site pale tones to deep blue—also mounted in 

euff links, and in rings for men and women. 

Gems of unusual beauty and value—available 

from our stock at all times. We are prepared 

to cooperate with you, on whatever your re- 
quirements may be. 


JEROME 
RICHHEIMER 


608 Fifth Avenue 
New York 
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Preview: World’s Fair Merchandise 
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. The Watson Co., Attleboro—Two among this firm's many World's Fair 
sterling spoons, money clip, ash tray and key chain. 


2. Walter Lampl, New York—Mother-of-pearl cigarette case and vanity with 


3 


6 


Theme Center cover. 
. Ostby & Barton Co., Providence—Charm bracelet from this firm's extensive 
creations of World's Fair motif. 


. Uncas Mfg. Co., Providence—Lapel pin and massive rings, with enamel 
designs. 


. U.S. Chain Co., Long Island City, N. Y.—Charm bracelets, from this firm's 


line of bracelets, necklaces, key chains, etc. 


. Ingersoll-Waterbury Co., New York—I6-size pocket watch with motif in 
official colors of the Fair. 


7. J. T. Inman & Co., Attleboro—Sterling silver flatware, match box, bill clip, 


key chain, brooch, cuff links and medallion. 
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World’s Fair Merchandise 











1. Ostby & Barton Co., Providence—High-style brooches that 
typify the Fair's architectural theme. 


2. Swank Products, Inc., Attleboro—A complete line of men's 
jewelry in gold finish, embodying themes of Fair. 


3. New Haven Clock Co., New Haven, Conn.—''Theme- 
Time" watch in silver, with hands symbolizing trylon and 
perisphere. 


4. Volupte, Inc., New York—Compact and cigarette case, 
mapping best route to Fair and the high spots of Man- 
hattan. 


5. R. Wallace & Sons Mfg. Co., Wallingford, Conn.—Ster- 
ling teaspoons, skillfully dramatizing varying features of the 
New York World's Fair. 
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HOUSE OF JEWELS SHOWS SPLENDOR 
(From page 36) 


endlessly upward towards the platinum globe. ‘The en- 
tire design is a masterpiece of dramatic symbolism of 
the creation, mining, fashioning and final distribution of 
the diamond, in its matchless loveliness. 

The entire display is brilliantly lighted as the speaker 
closes his remarks. You then pass on to see five lavish 
displays by as many leading Fifth Avenue retail jewel- 
ers, Black, Starr & Frost-Gorham, Inc., Cartier, Inc., 
Marcus & Co., Tiffany & Co., and Udall & Ballou, who 
will show their latest and finest examples of jewlery art 
and craftsmanship. 

The interior of the building will be in gray, the ex- 
terior plaster in pink, the floor covering of heavy black 
linoleum. The floor of the Diamond Corporation’s am- 
phitheater will be terraced, with each level walled off 
with an aluminum bar so that spectators will stand on 
different levels and can lean against the railings. This 
terracing will enable all to see perfectly, and the railings 
will be the next best thing to seats. The exhibits of 
rough diamonds in the bays will be exactly the same, 
so that those on one side of the hall will not have to look 
across to the other side at any time during the de- 
scription. 

F. S. C. Rogers, of Johannesburg, South Africa, will 





supervise the erection of the diamond exhibit, and will | 


manage this portion of the Hall of Jewels. His staff | 


will be drawn from London and South Africa. H. T. 
Dickinson, technical director of DeBeers Consolidated 
Mines, Ltd., will attend the opening ceremony. 

Officers and directors of the House of Jewels, Inc., 
are: Pierre C. Cartier, Cartier, Ine., president; Mr 
Dickinson, first vice-president; Witherbee Black, Black, 
Starr & Frost-Gorham, second vice-president; Kenneth 
I. Van Cott, Marcus & Co., secretary; R. S. Douglas, 
Tiffany & Co., treasurer; James B. Dickey, Tiffany 
& Co., assistant treasurer; Louis deB. Moore, Tiffany & 
Co.; William E. Marcus, Marcus & Co., and William 
G. Doelker, Udall & Ballou, directors. 

Cooperating are Sydney H. Ball, for the Diamond 


Corporation; Alfred Morell for the Jewelers Association | 
of New York, and June Hamilton Rhodes for the Jewel- | 


ers Publicity Committee. 


CUT MAINE GEMS IN STORE 


The Maine Gem & Mineral Store, Bar Harbor, Me., 
is unique, inasmuch as concentration is made on stones 
produced within the state. These are cut and made into 
rings, stickpins, brooches, lavallieres, tiaras, etc., on the 
premises. 

Everybody is invited to come into the store and watch 
the cutting of the stones and making of the ornaments. 
The featured position is given over to the cutting of 
Maine tourmalines. At times, an exhibit is made in one 
of the show windows of the processing of the tourma- 
lines, 

Bar Harbor is a summer seasonal mecca, and, in re 
cent years, the winter sports facilities have been devel- 
oped. In behalf of the Maine Gem & Mineral Store, 
printed announcements are distributed among the guests 
of the local hotels. 
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PRECIOUS STONES 


EMERALDS 
RUBIES 
SAPPHIRES 


608 FIFTH AVENUE 
NEW YORK 





chicksnaps 


THE HEART OF 
ALL GOOD NECKLACES 


When your customer comes to your 


store to choose a pearl necklace, 
point out that it is SAFER and 
more ELEGANT because it has a 


diamond SCHICKSNAP. 


In gold and platinum, priced to retail 
from $5.50 to $250.00 


HARRY C. SCHICK, INC. 


Manufacturers of SCHICKSNAPS and other fine jewelry 


Factory and Main Office: Newark, New Jersey 
New York Showroom: 347 Fifth Avenue 


Providence « Chicago « San Francisco 
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DIAMOND BUYERS THRONG MARKETS 


Lonpon—A large number of diamond buyers con- 
verged on Amsterdam and Antwerp last month, Amer- 
icans predominating. Buyers seeking to replenish their 
requirements in high color stones of high and middle 
quality are finding a distinct shortage in this section. 
According to Backes & Strauss, diamond brokers here, 
slightly higher prices are ruling for these high color 
stones. 

With the exception of large off-color brilliants which 
were, Backes & Strauss says, difficult to dispose of the 
first weeks of February, prices have held up remark- 
ably well. The recent showing of rough by the Syndi- 
cate brought no indication of lessened values. Prices 
were maintained and considerable quantities of stones 
were bought by the various Antwerp and Amsterdam 
cutters. Demand continues for high-grade stones of two 
carats and up in fine colors, and for cheap white goods 
from mélees up to carat stones. 

A period of better business is prophesied. The Na- 
tional Jewelers’ Association reports a marked increase 
in the sale of pearls. Prime Minister Chamberlain’s 
recent speech as principal guest at the annual dinner 
of the Birmingham Jewelers’ Association appears to have 
stimulated confidence in the future. The fact that Ger- 
many, Italy and Hungary have sent many more buyers 
this year than last to the February-March British Indus- 
tries Fair here would indicate that most European busi- 
ness concerns are inclined to discount much of the tire- 
some war talk fostered in some quarters. 

The comprehensive program, too, being planned for 
the International Glass Congress at Berlin-Munich in 
July, strengthens the belief that business matters are 
getting more consideration these days in central Europe. 
Glass men who are responsible for the beautiful ware 
now handled by the enterprising retail jeweler will 
attend the Congress from all parts of the world. The 
last Congress, three years ago, was held in England 
and the preceding one three years earlier, in Italy. 
Tours will be made of leading glass plants in Germany 
and the eastern Reich, and displays of Sudetenland and 
Austrian glass ware will be made at various centers. 


ROYAL COUPLE WILL BRING CROWN JEWELS 


Lonpon—For the first time in history some of the 
crown jewels of Britain will cross the Atlantic when 
King George and Queen Elizabeth visit Canada. Unless 
present plans are changed the imperial state crown and 
the Queen’s crown, containing the Koh-i-noor diamond, 
will accompany their Majesties for use at ceremonials 
during the Canadian tour. 

The imperial ceremonial headpiece contains the 
Queen’s earrings and the famous Stuart sapphire. The 
Queen’s crown is, of course, made of platinum and set 
entirely with diamonds. It can be converted into an 
open coronet by the simple expedient of removing its 
detachable arches. The famous Koh-i-noor can also be 
detached and worn as a corsage ornament. 

Since King George came to the throne the Imperial 
crown has been altered to suit him. These symbols of 
British royalty will not be worn while in the United 
States, of course. 


The actual designs for the Queen’s gowns are a closely 
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A FITTING TRIBUTE 
OF LASTING CHARM 
AND GREATER JEWELER PROFITS 
Sell these New Creations in Amber 
Rings—Brooches 
Bracelets—Necklaces 
Gift and Art Pieces 
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We are proud to introduce the CROWN finest 
cultured pearls which are produced by one of the 
world’s largest cultivators. 

CROWN finest cultured pearls are carefully 


selected by experts. They are lustrous, smooth 
and perfectly matched. 

CROWN finest cultured pearls have already 
found sensational reception from the entire trade 
because of the excellence of their beauty, quality 
and value. We shall be glad to send you memo 
samples in order to convince you of our sensa- 
tional values of the CROWN cultured pearls. 


GRADE A-$48 per dozen strings 
' @Bae- - - 
— ja 


Other super qualities, exquisite rosé colored 
necklaces, up to $25 per strand. 


Also, a full line of rings, earrings, circle brooches, 
crosses and studs made of CROWN finest cultured 
pearls. 

Sole Distributors of the CROWN Finest 
Cultured Pearls 


PAPAZIAN BROTHERS 


580 Fifth Avenue New York 


HEADQUARTERS FOR 
ZIRCONS — STAR SAPPHIRES — CAT’S-EYES 


STAR SAPPHIRES—Sizes up to 100 carats from the 
medium grades to the finest gems. 

ZIRCONS—Separated in sizes from 5 to 10 m/m, in 
blue, white and brown colors. Also gem 
stones up to 200 carats each. 

RARE GEMS—A full selection of Cat’s-Eyes—Star 
Rubies—Oriental Sapphires and other Rare 
Gems. 

DIAMONDS—A complete selection direct from our 
Antwerp Office always on hand. 


ANTWEEP - LONDON - BOMBAY - COLOMBO - BANGKOK- 
HONGKONG - SINGAPORE - SHANGHAI - KOBE - MANILA 
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guarded secret. Large sums have been offered for a 
model of one dress. It is known, however, that several 
shades of blue—a favorite color of the Queen’s—ang 
some black and white color combinations will feature 
the royal designs which are bound to set new fashions in 
dress and jewelry in North America. Some 50 gowns 
and coats will be taken, and a hat for each day’s 
ensemble. 


CROSSES, THE IDEAL EASTER GIFT 


HROUGH extensive promotion of diamond crosses, 
many jewelry stores are succeeding in making 
Easter a major merchandising season. 

The Easter activities of two firms, one ’way down 
South in Talahassee and the other far out West in San 
Francisco and Oakland, will serve to illustrate what can 
be done. 

The former firm, the Moon Jewelry Co., last year 
installed an Easter window that attracted more favorable 
attention than any other window in the store’s nine- 


year history. Simplicity was one of the compelling 





Reverent simplicity marks this Easter window 


features of this window. In the background was a cruci- 
fix, beneath which was a card with this inscription: 
“Father, forgive them; for they know not what they 
do: Luke 23:34.” 

On either side of the crucifix was a white vase filled 
with ferns and Easter lillies. At the front of the window 
floor were a Bible, open to a photograph of Jesus on 
trial before Pilate, and two hymnals open to favorite 
Easter songs. To the left at the rear was a figure of 
Joseph removing the body from the cross, and to the 
right a figure of Jesus leading a little child. 

A selection of six gold crosses, some of them diamond- 
set, was distributed about the window. The overtone 
of the window was one of reverence and a commercial 
aspect was avoided. 

In San Francisco and Oakland, the stores of Granat 
Bros. last season laid their plans early for diamond cross 
promotion. Stocks were built up on crosses in a variety 
of designs and a number of price ranges. Preparations 
were made for extensive window and interior display 
of the merchandise, with large background crosses carry- 
ing out the seasonable motif. Large space newspaper 
advertisements were placed in several publications, timed 
to create gift interest. Clerks in these stores were given 
full background information on the history and symbol- 
ism of jewelry crosses, as well as the construction of this 
particular merchandise so they would be able to sell it 
intelligently. 

The most effective newspaper advertisement was a 
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If you Sell Low-Priced Strings 
of Cultured Pearls . 


half-page ene carrying a beautifully drawn illustration | 
of a spring bride carrying calla lilies and wearing a 
diamond cross. Several of the featured crosses were 
illustrated below against darker backgrounds. 

Copy featured the style appeal plus the idea that a 
cross is a very personal article and therefore an ideal 
Easter gift. “The ancient symbol becomes the modern 
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Granat Bros.’ half-page ad for crosses | S ray | Good, GT, ran teed | 


vogue,” the sub-head read. “Paris, London, New York, | Ww is 
Hollywood, have smartly taken to wearing crosses. Gold | S tri al Ss 
crosses, jeweled crosses, diamond crosses strung on | 


chains around the neck or swinging from the bracelet. | 
No passing whim, this, but a definite lasting apprecia- 
tion of the ornamental value of this charming form of 


personal adornment. Most appropriate for Easter giv- “< I| d f 1 
ing, Granat’s introduces a series of handsome, diamond- Oell GOOa Carerully selected 


set crosses.” 
ere is 3—0" Strings 


FAIR, TODAY AND TOMORROW not eye-catching seconds 
(From page 33) 

















Your common business sense says: 


Each string guaranteed for the life of the 


partures from the clinical, bare Modern that the public } a ’ d 
2uyer, and our fifty year reputation for 


has never really taken to its heart. It is only reasonable 


to expect that designers of all kinds will adapt to their fair dealing stands behind you. 
own particular needs this new feeling of warmth, color “ ” 
and animation as applied to Modern design. In the Selections propulie strings 


treatments to be seen at the Fair, Modern takes on 
the one important element it has previously lacked— 
warmth. Just as designers have presented Chinese 
Modern, Classic Modern, Functional Modern, in an Os e e & GZ er 
effort to give an added decorative value to anata’ Leys, g nvistie Z 0.., “ec. 
forms, here for the first time we find, in the Fair’s broad 63 Nassau St.. New York City 
aspect, still another superimposed variant of Modern, 55 E. Washington Street 133 Geary Street 
which might perhaps be called “Living Modern.” Chicago San Francisco 
Sixty million visitors can’t be wrong—they will find 
their five senses continuously subjected to a continuity 
of Modernism—of color, line, art, architecture, lighting, 
all dressed up in its most theatrical garments. Look 
for a newer, wider, more eager acceptance of a char- 
acteristically American—straightforward, frank, and 


somewhat humorous—treatment of modern design to 
result from the New York World’s Fair of 1939. 


on request up to %6,00Q00 
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A fine Selection 
of DIAMOND MOUNTED 
PLATINUM JEWELRY 


WHITELAW 


BROTHERS 


Diamond Importers & Cutters 


46 WEST 48TH SEL.N.Y.C. BRYANT 9-O1)73 
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IDEAS FOR CREATING SALES 


VERY jeweler will agree that what the jewelry 

business needs above all else is an increase in jtg 
total volume of sales. Because of that fact, ideas which 
lead the public to buy more jewelry are especially worth 
while. 

Several such creators of new possibilities for sales 
have come to our attention within the past month. 

One of them was first publicized in Life magazine, 
That periodical, in its issue of Feb. 6, had a short article 
with photographs telling of a campaign by British 
jewelers to commemorate the third great event of 
The first two 
milestones of engagement and marriage are already sym- 


woman’s life with a piece of jewelry. 
bolized by their respective rings. The suggestion is now 
made that the third great step—motherhood—should be 
commemorated by a maternity ring upon the arrival of 
her first born. It was suggested that a ring set with 
a ruby be given for a boy, one with a sapphire for a 
girl, and a two-stone ring for twins, the stones being 
suited, of course, to the sex of the children. 

At least two American jewelers, Pohndorf’s, Inc., of 
Denver, Colo., and the Hardy & Hayes Co., of Pitts- 
burgh, immediately took up the idea and have been 
featuring it in their newspaper advertising. Both of 
them report successful results. 

Another Pittsburgh jeweler—the John M. Roberts & 
Son Co.-—has adopted the plan of suggesting to prospec- 
tive brides when the young couple come to the store 
for the engagement or wedding ring that the bride also 
purchase a stone ring for the groom. ‘They report that 
many young women received the idea very favorably. 

A somewhat more ambitious and systematised effort 
is being made to designate the tenth wedding anniversary 
as the “amber wedding.” Certainly it seems more appro- 
priate that as important a milestone as the commemora- 
tion of the first decade of marriage should be marked 
by a-gift of worth and beauty like a handsome piece of 
amber jewelry than that it should jokingly be referred 
to as the “tin wedding.” 

If, through a campaign of publicity and education, 
the public can be made to accept amber as the official 
symbol of the completion of the tenth year in the way 
that it now accepts silver for the quarter century and 
gold for 50 years, it should mean the creation of a worth 
while volume of anniversary business for the jeweler 
which does not exist at the present time. 

Several jewelers individually, as well as the principal 
producer of amber, have taken up the idea and report 
that their promotions along this line have been favor- 
ably received and have created considerable business 
for them. We understand that A.N.R.J.A. has under 
consideration the suggestion to designate the tenth anni- 
versary officially as the “amber wedding.” 


BRADLEY'S ANNUAL BROADCAST 

The Bradley School of Horology, Peoria, IIl., will put 
on its annual broadcast, March 29, between 11 and 12 
p.m., C.S.T., over Station WMBD, 1440 kilocycles. The 
program will consist of selections by the Bradley band, 
orchestral and vocal selections by other students and 
talks by President Frederic R. Hamilton, Dean George 
J. Wild, and the faculty. 
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Call on us 
for the unusual 


Fine diamond mounted jewelry... 
newest designs... . obtained by 
fortunate purchases...Now avail- 
able to responsible accounts on 
consignment ... To supply your 
requirements on special calls. 
ee ee 
Bracelets...Clips...Rings...Brooches 
...Watches...Charms...Necklaces 
Precious Stones, Loose... Mounted 


PHONE...WRITE... 
WIRE... 


W1381 


RAYMOND ABRAHAMS 


551 FIFTH AVENUE 
PHONES: VANDERBILT 3-0457-8 NEW YORK CITY 
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DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK | 
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SYSTEM SELLS AND COLLECTS 
(From page 45) 


Instead, if there is a reasonable possibility of getting 
the money, he figures up the cost of the merchandise, 
plus the cost of selling, and sets that total as the amount 
of the down payment. He then offers to sell the pros- 
pect on that basis. In this way he turns a lot of other- 
wise complete business losses into profitable sales. 
Naturally, when he knows that a certain customer has 
a reputation for poor pay, he devotes special attention 
to such accounts and follows them up more closely than 
ordinarily. 

In order for a customer to buy on open account, he 
must pass a rigid credit test; and so, for that reason, 
Mr. Littlepage does not worry about an open account 
until it becomes at least 60 days old. 

In handling both types of accounts, while he does 
the greater part of his personal contacting by telephone, 
he also uses letters. 

Most letters are individually dictated. He uses one, 
however, that is a processed message and gets excep- 
tional results. It goes to a customer only after several 
personal letters have failed to elicit a payment. In this 
message the customer’s name, address and the salutation 
appear in the usual place at the top of the letterhead. 
Following them, however, instead of the usual letter, 
there is only blank paper. 

At the bottom of the blank sheet is Mr. Littlepage’s 
signature, followed by a brief postscript, which reads: 

“P. S. Since we have sent you several statements, 
we are at a loss to know what to say. That is why we 


are leaving this letter blank. The amount due on your 
account is $....... Please tell us if we are wrong, or 
send us a check.” ; 

This letter, Mr. Littlepage declares, has done more 
than any other one thing to produce payments or ex- 
planations of failure to pay. 

Another mailing piece that has produced results, 
when used only about twice a year and no more than 
twice on a customer, is the small cardboard folder re- 
produced on page 45. There is one for open account cus- 
tomers, another for installment purchasers. 

The front page of the miniature folder simply says, 
“Have You .. .?” The inside front page lists the 
amount of the weekly or monthly payment, if an instal]- 
ment account, or the total amount of open account, 

The opposite page reads “.. . overlooked payment 
on your account? ... it is past due... . Your prompt 
attention will be appreciated.” Each section of the 
message is paragraphed to fill the small page. The back 
page carries a brief message on the value and impor- 
tance of credit, as follows: “CREDIT—... tolerated 
by some . . . misused by others . . . cherished by a 
majority . . . and preserved by all the successful— 
even unto self-preservation.” 

Once each month Mr. Littlepage devotes about a week 
traveling around the territory adjacent to Tyler, con- 
tacting credit customers, whether they are behind with 
their payments or not. If a customer has paid up thus 
far promptly, Mr. Littlepage calls on him and expresses 
his appreciation for the business and the prompt pay- 
ments. If the customer is in arrears, Mr. Littlepage 
calls on him and asks for the month’s payment. He 

















WATERPROOE \ 
MULTICHRON/ 





On Land.... Under Water 
Or in the Air...There is no 
Finer Timing Instrument! 


@ ITS GALLET MOVEMENT (17 Jewels) 
embodies the latest developments in 
precise chronograph construction. En- 
cased in FIRTH stabrite steel—stain- 
less, rustless and GUARANTEED 
WATERTIGHT. 

+ 
e IT’S An ALL-PURPOSE Recorder of 
Time ...A WATCH . TIMER. A 
TELEMETER AND A TACHOMETER. 

+ 

@ NIVAROX Hairsprings and GLACI- 
DUR Metal balance wheels eliminate 
contraction and expansion. Move- 
ment is NON-MAGNETIC. 

+ 


WRITE TODAY FOR ALL THE FACTS ON 
THE RACINE WATERPROOF MULTICHRONS 


+ 


JULES RACINE & CO. 
20 West 47th Street New York City 
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NOT a catalog! 
NOT a price book? 
NOT a bargain book! 
NOT a broadside.... 


... A REAL BUSINESS 
BUILDER for JEWELERS 


Cash and Credit Alike...At 


Actual Cost of Production Prices 


You couldn’t buy a piece of business building litera- 
ture like the N.A.C.J. Diamond Book for 25c, a piece 
if you had to prepare it yourself—yet now you can get 
it in any quantity at a small fraction of this price. A 
beautiful letterpress-printed four color 20-page story of 
ae diamonds. 16 full color illustrations—the finest ever 
em gel made! Over 100,000 already sold to cash and credit 

jewelers alike. Supplied on a no-profit basis by the 
N.A.C.J. as the first move in its campaign to help all 
jewelers sell more diamonds. 


SAMPLE FREE! 


Get this amazing booklet today—with your own imprint on 
the cover. Advertise it! Distribute it! 


Cash in on the best, most authentic, most colorful and most 
genuinely helpful piece of diamond literature ever presented to 
the trade. 


NATIONAL ASSOCIATION OF CREDIT JEWELERS 


31 N. State St., Chicago, Ill. 


es this Spring! 
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figures that he does a great deal of indirect selling 
through these calls, although he does not actually solicit 
business. 

Twice a year he goes through all active and inactive 
accounts, segregates those which have thus far paid up 
promptly and sends them an “appreciation” letter. This 
letter, personally typed, explains that most letters from 
a credit manager are collection letters but that this one 
is not. It is, the letter explains, merely an expression 
of appreciation from the credit department for the fine 
way the customer handled his account and to invite him 
to buy again on credit at any time he wishes. 

These letters usually go out just prior to the store’s 
semi-annual silverware or chinaware sales; and they 
have helped to bring satisfactory customers back to the 
store for additional credit purchases during these events, 
Mr. Littlepage feels. 


PARIS AND LONDON TRENDS 


Lonpon—The variety of new and luxurious fashions 
in gemmed jewelry ushered in with the new year here 
and in Paris indicate that the pear] is to be the favorite 
gem this year with the diamond a close second. Most 
of the designs, including the popular floral pieces, are 
bigger and more decorative even than formerly. 

Large diamond “link” bracelets are decreed for after- 
noon use and the new wide finger rings have considerable 
pierced work to let in the light above a mass of colored 


stones set in both gold and platinum. Diamond bracelets 
are finished with an initial in colored gems. 

Some of the newest jeweled tiaras are elaborately 
fashioned in a black and white effect. One striking head- 
piece to curve above the brow carries along its platinum 
frame a twining grapevine design, the bunches of grapes 
being black pearls and the leaves of diamonds. Grapes 
and leaves stand up vertically from the platinum base 
which carries a row of white pearls along its entire 
border. 

Black and white effects are also carried out for use 
with morning dress. Narrow black lacquer bracelets can 
be equipped with jeweled clips and converted into aftey- 
noon pieces. Gold chain and gold matt bracelets for 
morning use are likewise converted into afternoon pieces 
by the addition of pearl and diamond clips. 

Pearl necklaces now available are larger in design and 
in festoon formation with a diamond motif either side, 
some having three-row fronts and two-row backs. Fasten- 
ings are in diamonds and emeralds. 

Pearls with diamond motifs are now fashionable for 
arm decoration. Six-strand pearl necklaces held together 
with diamond ornaments have matching pearl collar 
necklets. The new jeweled black and white bows are 
very smart for use with the currently popular all-black 
ensemble. 

Other color combinations are Chinese jade with 
diamonds and multi-colored sapphires with diamonds, 
Rubies, blue aquamarines, blue zircons, amethysts, topaz 
and black opals are also being used with effect. 








DURING 1987 it handled 53 cases, with the 
following result: 


Successfully concluded 26 
Referred to other agencies 3 
No action warranted 6 
Not successful — dropped 1 
Incenclusive evidence — holding 4 
Still pending 13 

53 


tion of others in the trade. 


trade— 


THIS IS WHAT YOU CAN DO— 


l. If you see an advertisement or a window card 
which you know falsely diamonds, 
watches, jewelry or silverware; 





The Jewelers’ Vigilance Committee itself can 
initiate only a limited number of investiga- 
tions and prosecutions. It must depend to a 
large extent upon the interest and coopera- 


We feel that every legitimate Manufacturer, 
Wholesaler and Retailer has just as much at 
stake as we have and if you want to help 
yourself, the Vigilance Committee and the 


THE CONFIDENCE OF THE PUBLIC IS THE FOUNDATION 
STONE OF THE JEWELRY INDUSTRY 
The officers and directors of the Jewelers’ Vigi- 


lance Committee serve without pay. The Com- 
mittee is supported by voluntary contributions. 


2. If you are suspicious of the quality, by reason of 
price or ce, of an article made of gold, 
silver or platinum or plate; 

3. If you see or hear of anyone using a colosable 
imitation of the words Gold, Silver or Platinum, 
such as “Dirigold,” “Silvorum,” “Platinel”;— 

—report the matter at once to the Committee, 
giving all details possible. If you live out- 
side of the Metropolitan area, we suggest 
that you take up questions concerning local 
advertising and window cards with the Better 
Business Bureau in your city. 
This Committee co-operates with all trade 
organizations and the trade press, and is 
always glad and willing to answer questions 
and assist individuals in any way it can. 
All complaints are held strictly confidential and 
no complainant's name is ever mentioned. 
Send all communications to 
G. H. Niemeyer, Chairman, 
Jewelers’ Vigilance Committee 
82 Fulton St. 
New York, N. Y. 
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WORLD'S FAIR EXHIBITS 
(From page 34) 


tion of the stars is shown on the inside. 

One of the exhibits contains a watch-testing machine 
in which visitors can place their watches. It is possible 
that a few visitors with old-time watches may stump 
the machine, according to Frank D. Urie, superintendent 
of Elgin’s research department, who is in charge of 
the exhibit. More than 90 per cent of the watches in 
existence beat five times a second, it is said, but there 
are off-beat watches. Elgin itself made four-beat watches 
during its early days. Later five-beat movements were 


found best. 

The Longines-Wittnauer Watch Co., in cooperation 
with the American Museum of Natural History, New 
York, has created a striking presentation titled, “The 
Theatre of Time and Space” which likewise will be 
housed in its own individual building and will attract 
thousands of visitors daily. 

On entering, visitors find themselves in the “Hall of 
Fame of Time” which contains a display of Longines- 
Wittnauer watches, chronometers and other precision 
timepieces. It includes the original instruments used 
in several of the famous events of aviation, such as 
Admiral Byrd’s South Polar aerial expedition, the Graf 
Zeppelin round-the-world journey and others. Other 
scientific and highly accurate instruments of chronometry 
made by Longines-Wittnauer will also be shown, such 
as the apparatus used in timing the 1937 total eclipse 
of the sun by the expedition sent to Peru, the 1/100th of 
a second Longines stop watches used by astronomers in 
checking flights of meteorites, the Longines-Weems sec- 
ond setting watch, and the Lindbergh-Longines hour 
angle watch. 

Beyond the lobby in which these watch exhibits are 
displayed is a large auditorium. Here spectators will 
be taken on a “grand tour of time and space” directed 
by the American Museum of Natural History under 
the personal supervision of Dr. Clyde Fisher, curator 
in chief of the Hayden Planetarium. By means of 
unusual techniques in motion picture projection and 
sound effects, audiences will apparently be whirled into 
space through the solar system and beyond, while special 
projectors throw upon the dome of the auditorium a 
gigantic celestial panorama. 

First stop will be the moon where they will view the 
great lunar mountain range, the enormous craters and 
the other features of the lunar landscape made famous 
by Jules Verne’s “Journey to the Moon.” 

They will see the sun pass into total eclipse and then 
be speeded on to Venus and to Mars with its great 
canals. They will visit Saturn and inspect the phe- 
nomenon of its rings, and then after other stops within 
our solar system, will be carried out far beyond our 
own galaxy of stars—300 million light years out into 
space to one of the external galaxies of the universe, 
the great spiral nebula. 

The roeket-ship, on which the audience appears to be 
traveling, then turns earthward and shortly the passen- 
gers see the earth as it would look from the region of 
the moon. It grows larger and larger, and as its outer 

(Please turn to page 108) 
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Lampl 


Presents an Exclusive 


Collection of the 


WORLD'S FAIR-est 
JEWELRY 


by the 
“CREATORS of the UNUSUAL 
—as USUAL” (res. 13280) 


+ 


Selections of COMPACTS, CHARMS, 
BRACELETS carrying the theme designs 
of the WORLD'S FAIR . . . Exclusive with 
Walter Lampl and approved by WORLD’S 
FAIR Authorities . . . including an attrac--’ 
tive model of the PERPETUAL CALENDAR 
specially designed for the WORLD OF 
TOMORROW. 


+ 
Other Lampl Jewelry for Spring 


@ GOLD and PLATINUM CHAINS 

@ GOLD FASHION ORNAMENTS 

@ GOLD LINK BRACELETS, PINS. etc. 

@ NEW TREND IN GOLD FILLED JEWELRY 
@ COSTUME JEWELRY and LOCKETS 


@ GOLD and SILVER CHARMS 
In Amazing Variety - Write for Catalog 


+ 


Ideal for Spring 
Promotion . 


UNUSUAL COMPACTS 
and CIGARETTE CASES: 
featuring VERSATELLE 
(patented features). These 
Cases are styled for 
Jewelers (not sold in 
drug stores). 


+ 








vs Walter Lampl 














WHAT WILL BE 
tHe STYLES 
ron JEWELRY 


OF 


TOMORROW e-- 


THE SUREST ANSWER TO THIS QUESTION 


IS THE NEXT EDITION 


OF COMING JEWELRY FASHIONS 


ey L’OFFICIEL DE LA 
BIJOUTERIE & ACCESSOIRES 


WHICH WILL APPEAR SOON. 









MODERN DESIGNS FOR ALL KINDS OF 
JEWELRY, WATCHES AND ACCESSORIES 


STRIKINGLY NOVEL IDEAS ! 
PRACTICAL TO PRODUCE ! 
SURE TO SELL ! 





DO NOT FAIL TO RECEIVE THIS ISSUE. 
SEND YOUR SUBSCRIPTION AT ONCE 





Subscription rates (payable in advance) Semi-annual Annual 


Photographic Edition—black and white: $20.00 $30.00 
Chromatic Edition—colors of object—: $25.00 $40.00 


All remittances may be made by ordinary check. 





L'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8°) France 
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PHOTOGRAPHY CLASSES 
(From page 43) 


contemplate adding a line of photographic supplies is 
offered by Mr. Kohen: 

“Don’t,” he declares, “make the mistake of thinking 
you can handle a small department yourself, or haye 
your regular salesmen do it. The average customer in 
this line knows a great deal, and he comes into the store 
knowing exactly what he wants; you have to supply his 
exact demands, If, for instance, he comes in and asks 
for a certain type of lens, you can’t sell him anything 
else—not if you stand on your head. There is no 
‘switching’ in this field. And whoever handles the sales 
must have an exhaustive knowledge of photography to 
be able to discuss the merchandise with the customer. 


“And don’t,” he adds, “make the mistake we did, of 
thinking that a small investment of $1,000 would handle 
it. You can’t have anything like an adequate depart- 
ment for less than five times that amount. 


“Another mistake to avoid is that of trying to sell a 
line of cheap candid cameras. The average photography 
customer is not interested in this type. Use only well- 
known makes of good cameras. 


“We have found,” adds Mr. Kohen, “that it is ex- 
tremely advantageous to have our line as complete as 
possible, even to the handling of such items as books 
and magazines pertaining to the subject. Our stock in- 
cludes a complete line of enlargers, developing equip- 
ment, films for color and black-and-white work, acids, 
enlarging papers, tripods, lighting equipment and every- 
thing else that anyone might require. We also maintain 
a printing and developing agency, as many customers 
do not care to develop their own pictures. 

“We do not yet know,” he goes on to say, ‘whether 
our camera customers will eventually develop into 
buyers of jewelry, but we believe they will. It is only 
natural that when someone who has been regularly com- 
ing to us for photographic supplies is in the market for 
jewelry, he will think of us. 

“Our great attention to the youngsters—starting 
classes for them before considering adults—is largely 
for the purpose of a long-distance program of expan- 
sion. The kids of today are the citizens and customers 
of tomorrow. Our company is an old-established firm, 
but we wish to continue to grow. We already have a 
successful radio department, and now this highly suc- 
cessful line of photographic equipment may mark an- 
other important step in our expansion. During the years 
to come, there is no telling how great and widespread 
our expansion may become, or how many large depart- 
ments of a varied nature we may add. We are preparing 
for that future now, by building up the ingrained good: 
will of our future customers.” 

This company’s enterprise is valuable as an object 
lesson, because it points the way for jewelers to expand 
their business not only through increasing the sales of 
their regular line, but through the addition of other 
departments of an entirely different character. 


Harold G. Kohen, who has originated and managed 
his company’s spectacular achievement, is president of 
the Minnesota Retail Jewelers’ Association. 
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Faee the Facets 


---- Niemeyer Tells Retailers 


Jewelers must stop wishful thinking and readjust outlook and merchan- 
dising methods to present-day realities if they are to recapture prosper- 
ity. Intelligent effort rather than legislation is solution to trade problems. 


PEAKING before the assembled jewelry trades at 
the mid-year convention of the American National 
Retail Jewelers Association at San Francisco Feb. 21, 
G. H. Niemeyer, president of Handy & Harman, pre- 
sented an illuminating and convincing analysis of the 
ills that beset the retail jewelry business today, placed 
his finger squarely and unflinchingly on the weak spots 
in present-day jewelry merchandising, and suggested 
practical, common-sense means by which the state of 
the jewelry business can be most effectively bettered. 
“Too many jewelers,’ said Mr. Niemeyer, “are merely 
living in hope for the return of what they call ‘normal 
times’, and are unwilling or unable to readjust their 
ideas and methods to present-day conditions.” 

Some, at least, of these conditions, he pointed out, 
are here to stay for many years and the retailer who 
hopes to succeed must adjust himself to them. 

One of these is the tax situation which today takes 
nearly 20 per cent of the total national income and 
which, because of the enormous increase in federal, 
state and local budgets and debts, must inevitably con- 
tinue for years to come. Because these taxes fall most 
heavily upor people in the higher income brackets, 
social changes and changes in individual buying power 
and buying habits are inevitable. A falling off in the 
sales of the more expensive jewelry products must be 
expected and efforts must be made to replace this vol 
ume by increased sales in other products and to other 
groups. 

This involves various adjustments not only in stocks 
of merchandise, but in methods of merchandising and 
management. Stores that have been depending largely 
upon the higher income classes and who plan to attract 
the patronage of the lower income groups must make 
sure that the atmosphere of their stores is such that 
the average man and woman will feel at home in them. 

“Too many jewelry stores in this country today,” 
said Mr. Niemeyer, “have succeeded too well in making 
the average mortal feel uncomfortable in the dignity 
of their atmosphere. Some way, some how we 
have got to get more traffic into our average store. 
Maybe we will have to operate on a basis of lower 
mark-up and more rapid turnover. 

“Many retailers have a firm conviction that the only 
way they can overcome an unsatisfactory turn-over and 
profit yield is to get more mark-up. That might all be 
very well if the one time turn-over and the mark-up 
were big enough to carry the load, but we know that 
they aren’t now and perhaps aren’t ever going to be 
again. 

“The manager of a very successful jewelry and sil- 
ver department in a large department store told me re- 
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cently that the turn-over on his entire sterling silver 
stock in 1938 was almost four times, and that taking 
flatware alone it was more than eight times. And he 
doesn’t sell from pictures, either. I know of a few 
jewelry retailers who do as well, but there are mighty 
few. The analysis made by the Board of Trade shows 
a 1.59 turn-over for sterling as the average. Think 
what it would mean in profits to these stores if it were 
two and a half times as quick to mark the department 
store record. 

‘We have heard a great deal about .catalog selling 
and your association won a legal victory when it suc- 
ceeded in stopping some of these houses who claimed 
to be wholesalers from falsely representing themselves 
as such to the consumer. Apparently many retailers 
thought that this ruling applied to all catalog houses. 
It doesn’t. So long as these distributors make no false 
claims as to their status, nor misrepresent their mer- 
chandise, they cannot be eliminated. Neither can the 
upstairs merchant who performs an economic service 
and does not misrepresent his product or status, and 
you retailers will have to continue to contend with 
their competition. 

“In this, as in other things, unwillingness or in- 
ability to change with conditions, to anticipate trade 
traditions and to meet competition by sound and vigor- 
ous merchandising methods have cost the retail jeweler 
millions of dollars of profit. As another example, a 
recent magazine article calls attention to the tremendous 
increase in the sale of costume jewelry and the prob- 
able permanence of this market. The author states that 
in 1938, $48,000,000 worth of this class of goods was 
bought in the United States outside jewelry stores. To- 
day, more retail jewelers are beginning to sell costume 
jewelry, but in most cases they didn’t begin to take it 
up until the market had been pretty well blanketed by 
department stores, specialty and dress shops. A similar 
story can be told of the marketing of moderate priced 
men’s jewelry. 

“Credit selling has been only half-heartedly experi- 
mented with by the old-time jeweler. Today we recog- 
nize it as a permanent practice, and the conservative 
retailer is being forced to adopt it, but only after letting 
millions of dollars of business escape to other outlets. 

“Much has been said about competition from other 
industries. So long as we remain content to wait for 
the public to come into our stores of their own accord 
while our competitors in other fields go after these 
dollars with modern merchandising methods, we are not 
going to get the share of this spending that we deserve. 

“T believe that in the past, 75 to 80 per cent of the 

(Please turn to page 108) 








The Hall Galleries of Springfield, though now owned 
by a department store, is still operated as a sep- 
arate merchandising unit. A new and striking 


setting has been created for selling glass and silver 


ERCHANDISING silver and glassware of both 

the highest price and quality and at the same time 
maintaining a low-price department is the job of Albert 
Steiger, of the Hall Galleries, Springfield, Mass. That 
the job is being well done is evidenced by the fact that 
while orders come daily from all over New England 
for highest-quality merchandise to be used as gifts, yet 
the sales of low-price silver still hold up well. 

The Hall Galleries was started more than 70 years 
ago by Charles P. Hall, who ran it as a store dealing 
exclusively in high-quality merchandise. After his death, 
it was continued by his son, and in 1929 was purchased 
by the Steiger Department Store. Mr. Steiger felt, 
however, that to merge the Hall Galleries with the de- 
partment store would be a serious mistake, because it 
would mean losing the galleries’ identity-—and the Hall 
name and prestige were valuable assets. Accordingly, 
he erected a separate two-story addition to house the 
Hall Galleries and has continued to operate it as though 
it were a separate concern. 

Within the store one room, which is mahogany pan- 
eled to the ceiling and is known as the Mahogany Room, 
houses the high-quality sterling. The plated ware and 
the inexpensive pieces of sterling are kept entirely 
separate from the higher-priced silver. A third room. 
built last December, houses the crystal ware. This 
room, one of only two of its kind in the country, is done 
in modernistic style. Entrance is through mirrored 
swinging doors. Pieces are kept in wall niches and on 
a console with fluorescent indirect lighting especially 
designed to bring out the highlights of fine crystal. In 
the center of the room is a velvet draped table, spot- 
lighted from the ceiling. To carry out the theme, there 
are three rococo glass chairs designed by Cora Scovil, 
upholstered in wine, turquoise and green satin. 

Consistent advertising is used in the semi-weekly 
Springfield Shopping News, the four Springfield daily 
papers and the Sunday paper. 

“What we strive for in this advertising,” said Mr. 


Steiger, “is to dispel the idea that the Hall Galleries 
handles only high-priced merchandise. We consistently 
advertise goods in the lower-price ranges. In this way 
we can sell more silverware and crystal ware. At the 
same time we do not let anything interfere with the 
character we have established for the Galleries. That 
is the reason why we have a separate room for the 
high-priced silver and another room for the high-priced 
crystal ware. These rooms add a tone to the silver 
and crystal that helps make sales.” 

The mahogany room is entered through an arched 
gateway, guarded by iron grille gates. The majority 
of the silver is kept in open display on tables. The wall 
cases hold, for the main part, large trays and antique 
pieces. Flatware is laid out on one large table, with a 
knife, fork and spoon of each pattern being shown. 

The plated silver department has an aisle of square 
tables where much of the stock is kept in open display. 
The counters run the length of one wall. 

In another section, the store maintains one room in 
which is kept a complete dining room set. On the table 
is spread a handsome lace table cloth and the table is 
correctly set with china, glassware and silver. Mr. 
Steiger feels that this goes far in promoting the sale of 
full silver sets. 

Mr. Steiger has his salespeople ascertain if articles 
being purchased are to be wedding gifts or if a bride is 
buying the article herself. Then a record is made of 
the purchase. In flatware, the record shows what pat- 
tern and what pieces. The clerks also make a note of 
the person who bought it. Later anyone else wishing 
to purchase an article for a wedding gift can consult 
the file and learn what has already been purchased in 
order that no gift will be duplicated. In this way, also, 
a friend may add to a silverware set that the bride has 
purchased. 

In order to lend more distinction to the gifts, every- 
thing sent out is marked from the Hall Galleries rather 
than from the Steiger Department Store. The delivery 
truck is also marked Hall Galleries. 

Windows are used constantly to display silver. The 
windows are on the side street and are rather small, like 
those in most modern jewelry stores. 

One other window is occasionally used. It is the 
same size as the regular department store windows. In 
this window is set up a model dining room with the cor- 
rect silver, china and glassware on the table. 

The store does not push silver only for June wed- 
dings. According to Mr. Steiger, the majority of the 

(Please turn to page 108) 
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ELECTED from the best of last April’s jewelry store advertising to See saan an 

help you plan your advertising program this April. Shreve, Crump neem: 
& Low Co., Boston, used sparkling copy and five silhouette halftones to tell — 
about their spring opening. . . . Ross Co., Washington, producers of an GEO. T. BRODNAX, inc. 
effective series of big-space ads, featured a wash drawing of an attractive One of the Seats Oldest ond Largest Jewetry House 
young woman in a quarter-page engagement ring ad. . . . Geo. T. Brodnax, 
Inc., told Memphis: “Do you know diamonds? If not, know your jeweler.” 
. . . In the Michaels, New Haven, ad emphasis, correctly, is more on the 
merits of merchandise than on credit terms. . . . Easter is the theme of the 
Beckers, Washington; Mayer, New Orleans, and Arthur A. Everts Co., 
Dallas, ads ... Zell’s showed four solitaires in three columns by 16 inches. 
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THE NEW 


WALLACE 


STERLING IS 
BEAUTIFUL IN 


THE BEAUTY OF 
ORDINARY STERLING 
FLATWARE IS LIMITED 
TO 2 DIMENSIONS 
LIKE AN EMBOSSED 
COIN. ..,#f LOOKS 

NO BETTER THAN 

PLATE 


ALL THREE 


DIMENSIONS... 
SCULPTURED 
LIKE STATUARY 








“THE FIRST NEW 
PROGRESSIVE IDEA 
IN 100 YEARS” 


*IT MAY NOT BE IMITATED 
EXCEPT BY HAND-CRAFTSMANSHIP 
AT MANY TIMES ITS COST 


*WRITE FOR FACTS ABOUT THE BEAUTIFUL “GREAT MASTER” PATTERNS 


A STRADIVARI > MOZART* REMBRANDT 4 


WALLACE SILVERSMITHS - WALLINGFORD, CONN. 
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GLASS BRICKS LET IN LIGHT 


AVE you ever heard of Palatka? Possibly you 
haven't. 

Palatka is a little town of 6,500 souls on the banks of 
St. John’s River, in the northeastern part of Florida. 
Despite its smallness the town now boasts the jewelry 
store shown on this page, which would be a credit to 
the largest city of the land. 

The claim has been made that it is the most modern 
jewelry store in Florida, and this statement might be 
hard to dispute for every feature required of a thorough- 
ly modern jewelry establishment is to be found in this 
new home of the Underwood Jewelry Co., in Palatka. 

The rental of this fine store is only $90 per month! 

“We suggested to our landlord that we would be will- 
ing to pay an increase of $45 per month in our rent, if 
he would build us the kind of a store we wanted,” ex- 
plains H. F. Underwood, the proprietor. “Since we had 
been his tenant for ten years he was agreeable to the 
plan. 

“The result was that he tore down the building in 
which our store was located and had the new one built 
from the ground up to our own specifications. 

“The only expense to which we were put, for the store 
proper. was for the false walls necessary for recessing 
our wall cases, and the special electric lights and fixtures. 
The fixtures, including the wall backs, cost $3,000, and 
the electrical equipment and work cost about $400. 

“Our air-conditioning system, including a gas furnace 
and three-ton compressor, cost us $1,100 installed.” 

The front of the store most effectively combines black 
carrara glass with an ivory carrara stripe. Glass bricks 
are also used on the facade with striking effect. This 
wide band affords daylight to the interior. 

The large display windows on each side of the double 
door entrance have been divided into six separate com- 
partments, three to each window, which facilitates display 
work and individualizes each display. 

Recessed lighting is used throughout, and all hanging 
features are eliminated. The wall cases are recessed. 
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Modernizing in 


a small city 


ei 


a 
b 


of 6.500 souls _ 


The ceiling walls are domed and conform to the contour 
of the rounded ends of the wall cases. 

Large silhouette letters quickly indicate the location: 
of the office, cashier and work shop at the rear of the: 
store. A work room is downstairs and a store room is 
located on the balcony. The store occupies a lot 20 by 
75 feet. 


THE JEWELERS’ CIRCULAR-KEYSTONE. 
for March, 1939 

















AN EXQUISITE NEW PATTERN IN STERLING SILVER BY 


REEDS BARTON 


TAUNTON, MASS - NEW YORK, 4 MAIDEN LANE 














| “How will it look in my wis. 
» dow?’ This store front shows, 


Model ‘‘Store”’... 


Demonstrates Display Ideas 


OMETHING which should be a fruitful source of 

valuable ideas for the retail jeweler has been in- 
corporated in the new show rooms of Wolfsheim & 
Sachs at 20 West 47th St., New York. 

Directly: facing the reception area has been erected 
a modern jewelry store complete in every detail of dis- 
play windows, entrance, and interior. Here, in an actual 
jewelry store setting, will be shown the displays, cases, 
and display material offered by Wolfsheim & Sachs, 
just as they will appear in actual use by the retailer. 

The store front is 20 feet wide and 11 feet deep and 
is so designed as to incorporate practically every size 
and shape of window used in modern store fronts. Con- 
sequently every jeweler will find at least one that ap- 
proximates his own and thus can see how any particular 
display will look in his own store. 

Within the store, which measures 18 by 38 feet, are 
six 6-foot counters of modern design, six wall cases 


Just beyond the ‘‘store'’ is the sales room. 
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Glassless counters and wall cases 
make it easy to experiment. 





featuring wall case displays, a 14 foot oval display 
table and a large open area for animated displays and 
platform treatments. Thus every type of display and 
display setting is provided for. The glass has pur- 
posely been omitted from these windows as well as from 
the counters and wall cases within the store so as to 
make their interiors more readily accessible. Thus it is 
made easy to set up special arrangements of the various 
units and items to carry out individual ideas or to suit 
individual requirements. 

The showroom is, therefore, more than merely a 
salesroom. It is a clinic for finding and demonstrating 
the most effective use of display methods and materials 
where the merchant does not merely buy supplies, but 
can see and study methods of display. The lay-out was 
designed and executed by Murray M. Pearlstein. 
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VICTORIA 


ELLMORE is a name in workmanship incorporated in 
sterling hollowware which is each item of sterling by Ell- 
commanding the interest and more. Write for a copy of Ell- 
admiration of critical buyers more’s new catalog—then make 


a everywhere—a name being rec- it a point to examine actual 
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Above—1221 Victoria Serv- 
ice Plate and 1935 Water 
Pitcher Capacity 4 pints. 


Right—752 Victoria After. 
Dinner Coffee Service. ff 
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ognized by the entire trade as _— pieces wrought by Ellmore sil- 
representing as fine a selection versmiths. You will conclude, 


sterling as money can buy. as have scores of discriminating 
sterling by Ellmore is of- jewelers, that the Ellmore line 

at prices appreciably offers more profit possibilities. 
than you have been ac- 


customed to pay. You will be - T 
pleasantly surprised at the truly ELLMORE SILVER CO. 


fine design and superlative Meripen ConNECTICUT 







Left— 633 Victoria Bowl. 
10 inches in diameter. Other 
bowls, ranging from 4% 
to 14 inches in diameter. 
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COLOR IN TABLEWARE 


FOR THE 





) of gorgeous table 






Dirilyte flatware is 
packed in beautiful, solid 
walnut chests, priced for 
volume selling oa | 
has the brilliant color of 
_ fine gold with the utility 


of steel. 


Knife handles and blades 


are one-piece solid Diri- 
may be 


lyte. Blades 
sharpened. 


Dirilyte flatware comes in 
two patterns: Regal (shown 
above) and Empress, at the 
right. 





Complete lines of hollow- 
ware are available to match 
both patterns. Send for 
portfolio of catalog, dealer 
helps and national adver- 
tising schedule. | 








A "DISCONTINUED PATTERN" EXCHANGE 


When Walter E. Kapelke and his partner, Walte, 
Know, realized that they had a lot of slow-moving dis- 
continued silver patterns in their store at 9 §, Tejan 
Colorado Springs, Colo., and decided to do somethj 
about it, they little thought they were starting a silye, 
pattern clearing house of national proportions. 

Yet that is just what has happened. They organized 
the Silver State Exchange, box 695, Colorado Springs, 
soon sold almost all of their “dead” stock, and haye 
established themselves as a clearing house for discop- 
tinued patterns of sterling and plated flatware and hol- 
lowware patterns as well as china and crystal ware, 

Here’s how it works: Retail and wholesale jewelers 
send the exchange lists of their dead stock. When the 
exchange receives an order for a discontinued pattern, 
they examine their files to see what firm has these par- 
ticular pieces in stock. The exchange then asks the 
latter firm to send on the wanted pieces for 50 per cent 
of the retail price; checks over the items, and mails them 
to the person ordering them, at 75 per cent of the retail 
price. Both buying and selling are for cash. 

The plan enables the retailer or wholesaler to get 
almost his full cost for stock he has little chance to 
dispose of, and also helps another jeweler to satisfy 
some customer’s want, and still have a mark-up of 33 
per cent on the goods. 

The Silver City Exchange now has more orders for 
discontinued patterns than it can fill, and is in need 
of more lists of ‘dead’’ stocks in the possession of re- 
tailers and wholesalers. 


MORE HEARST SILVER IS SOLD 


A number of fine examples of early English silver- 
smithing, from the collection of William Randolph 
Hearst, were sold recently at the Parke-Bernet Gal- 
leries in New York. 

A. pair of Elizabethan gilded silver rosewater flagons, 
made in London in 1579, brought $7,200. These vessels 
have pear-shaped bodies formed by embossed scallop 
shells, weigh 7114 ounces, and stand 121% inches high. 
They originally belonged to Lord Chief Justice Sir 
Edward Coke, who conducted the trials of Sir Walter 
Raleigh and the Earls of Essex and Southampton. These 
objects were sold in London at auction for $17,500 in 
1905. 

The sum of $6,800 was realized for a pair of Charles 
II gilded silver armorial scalloped dishes made in London 
in 1664. Made for Sir John Brownlow, who was created 
baronet in 1641, these dishes measure 18 inches in dia- 
meter and weigh about 154 ounces. 

A Charles II gilded silver royal flagon service, con- 
sisting of a flagon and two goblets with the arms and 
cipher of William and Mary, made in London in 1660, 
was sold for $5,500. For a century prior to 1810, this 
service was owned by the Earls of Bridgewater. 





Quebec’s production of gold and silver increased 
greatly during the first 11 months of 1938 as compared 
with the corresponding period of 1937. Gold production 
amounted to 792,466 ounces, compared with 642,165 
ounces during the first 11 months of 1937. Silver pro- 
duction was 1,076,380 ounces during the first 11 months 
of 1938, compared with 812,372 in 1937. 
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‘Ualenciennes 


REMINISCENT OF THE FINE OLD LACES MADE SINCE THE 
ISth CENTURY IN VALENCIENNES, FRANCE 


This beautiful new sterling pattern capitalizes the ever-new, age-old romantic mood which 









is so popular today. Valenciennes has a wide appeal that will quickly force it to the front 
as a sales-maker. Like other Manchester Sterling Patterns, it enjoys all the advantages of 


standardized, ultra-modern flatware production and design. You will 








marvel at the value represented by Valenciennes, as well as the 22 






other patterns—unless you are among the thousands of jewelers 
profiting so handsomely with fast-selling Manchester Sterling. 
Write for samples and details. 


MANCHESTER SILVER CO. 


PROVIDENCE, R. I. 









The story of Manchester Sterling 
Flatware is being told to 5,000,- 
000 readers of advertisements in 
selected National magazines. 
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WHY JEWELERS GO BROKE 
(From page 41) 
has occurred, not because the store was inefficiently oper- 


ated, but because, when tough times came, that store just 
wasn’t important to its many creditors. 





MISTER, GIVE ME 


A POUND OF 
CHOCOLATES/ 






Don’t Over-TRADE oN Your Capitat:—Don't over- 
buy for the sake of quantity discounts. Don’t jump to 
the conclusion that just because you have had a success 
in your present store, you can set up branches in another 
neighborhood or another town and multiply your success 
thereby. The successful jeweler who is thinking of set- 
ting up a second establishment, should go in for some 
mighty keen and searching self-analysis before he takes 
such a step. Many a jeweler has made a great one-store 
success largely because of his own personality, with the 
result that customers liked to buy at his store because 
they liked him. 


. 


Then we have seen them set up additional stores, per- 
haps quickly establishing small “chains” of three or foyy 
only to find failure of all their stores staring them fe 
the face. These men failed to see that you can’t split 
up even an outstanding personality and make it coyer 
too much ground, anymore than you can operate four 
or five businesses on a money background that is suff- 
cient only for one. A merchant can overtrade on the 
sort of capital that is within himself, as well as on hig 
financial capital . . . and doing that has been the major 
cause of many a jewelry store failure. 

Anp A Worp To Amasitious Emp.toyes:—If you are 
doing wel] as a sales assistant in a prosperous jewelry 
store, sooner or later you are going to want to become 
a proprietor, or one of the proprietors, of a jewelry 
establishment. You wouldn’t be much good if you didn’t 
have that idea. 

Don’t give up that idea. Work toward its accomplish- 
ment. But do a lot of real, straight thinking before you 
make any radical move. Don’t talk yourself into be- 
lieving that, because you seem to control a nice lot of 
trade where you are now working, you can take anything 
like 100 per cent of that trade with vou to a new 
location. 

Tell yourself some plain truths. Something like these; 
“T sell successfully, but would not, as yet, really know 
how to buy well. My experience has not included financ- 
ing, which is one of the most important, most fundamen- 
tal phases of any business. I’ve never really studied the 

(Please turn to page 106) 





Awouning the Prince Regent patter 





Benedict designers have re-created the Leaf Gadroon design of 
deLamierie in this classic silver service named the Prince Regent 
pattern. Based on the Acanthus Leaf of ancient Greek art, the 
Benedict creation is authentic to the last detail. Finished in full 


BENEDICT MFG. CO., East Syracuse, N. 


The following numbers refer to the 
matched pieces shown in photograph. 


Top row, left to right: 

4026—16” Meat Platter 
4028—18” Meat Platter 
4006—Sandwicn Plate 

4018—18” Well and Tree Platter 
4016—16” Well and Tree Platter 


Middle row, left to right: 
4005—Gravy Boat and Tray 
4012—Salad Bowl 
4008—Console Candlestick 
4011—Tray for 5 pc. set 
4007—Flower Centerpiece 
4008—Console Candlestick 
4003—Water Pitcher 

4004— Double Vegetable Dish 


Bottom row, left to right: 
4001—Relish Dish 
4017—Bread and Butter Plate 
4009—9” Candlestick 
4010—Coffee Pot, Sugar and 
Creamer and Tray 
4015—High Compote 
4014—Low Compote 
4020-——-Flower Vase 


burnished heavy silver plate on nickel silver base, the Prince 
Regent Pattern is extremely durable, will last a long time. It con- 
sists of 27 matched pieces, commemorates Benedict's 55th anni- 
versary. Write for prices and complete details. 


Y. Makers of fine silver-plated Hollowware since 1883 
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[THE STERLING FLATWARE PATTERN INDEX 


1939 Edition READY 
APRIL Ist 













Completely Revised 
and Up-to-Date 















All Books daily by 
are sold leading 
CASH Jewelers 
With Order everywhere 


An absolute necessity in tracing patterns to be matched. An excellent means of suggesting pat- 
tern names to customers. 

The illustrations are printed exact size on fine coated paper. The pattern names, printed on ledger 
paper, are arranged alphabetically under one combined index—and again according to companies 
using them. 

It is arranged in loose leaf form with a durable cowhide leather ring binder. About every two 
years revision sheets (at nominal cost) can be conveniently inserted, and the work kept up to date. 


CHESTNUT AND 56TH STREETS, PHILADELPHIA, Pa. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
239 West 39th St., New York, N. Y. 


Send THE STERLING FLATWARE PATTERN INDEX. Remittance $................... is enclosed. 
We want the complete set with binder 0 
We want the complete set without binder (1) 











PR iis oie 'nd dé aeidenkeeaccweneeetes eee 
j§ Without binder, $10.00 
PRICE 1 With binder, $15.00 MI: oe hdd cntiesecdedriwteuseeed ee 
 olke'k. wc cadkiwhaenledess dioke ae 
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an mene sateen 


Jewelry Arts Under the Guilds 


It was a solemn moment, in the great, crowded guild hall, 


when the apprentice pledged seven years’ fealty— 
and 2a triamph when he was received into the Goldsmiths’ Company 


by JOSEPH D. LITTLE 


ANY years before America was discovered there 

were, in different parts of Europe, numerous com- 
panies of craftsmen known as “guilds.” In all of the 
countries concerned with industrial business these work- 
men met in their guild-halls and formed rules governing 
their various trades. There was a guild for every trade. 
Especially noted was the Guild of Goldsmiths. These 
industrious citizens held their meetings in secret, and no 
one was allowed to know the detailed intricacies of their 
trade except members and workers in that trade. 

Goldsmithing was an art as well as an industry in 
those days and the work finished by each man had to be 
as nearly perfect as humanly possible or the workman 
was punished. Each generation strove to produce work 
of the highest skill, and secrets of the trade were handed 
down from father to son. 

To be a member of the Guild of Goldsmiths was truly 
a most honorable calling. The Guild was one of the 
earliest trade bodies, and the goldsmith craft ranked in 
history as one of the most important and influential of 
all crafts. The goldsmiths were the first bankers of Eng- 
land. Gold from earliest times has been a medium of 
exchange. 

In the old industrial guilds of the goldsmith and the 
silversmith it was the creation of ideals and beautiful 
forms that motivated the workers rather than the pecuni- 
ary return, and that high incentive was constantly in 
their minds. No merchant or craftsman could, under the 
law, do business in London unless he was a member of 
some guild and these guilds themselves supplemented this 
law by a strict rule, that no person could become a mem- 
ber without having served seven years’ apprenticeship 
under the direction and guidance of some member of 
the guild. 

An apprentice became a member of his trade guild at 
the moment his indentures were signed but he was not, 
however, admitted to its councils and meetings until he 
became a master workman. The impressiveness of the 
ceremonies with which the boys’ indentures were signed 
and ratified was such as to make a deep and lasting im- 
pression on his mind. It was a solemn affair, which took 
place in the great guild-hall before many witnesses. The 
father or the guardian presented the boy, who was clad 
in the regulation ’prentice garb, prescribed by >4w—‘‘Flat, 
round cap, close-cut hair, narrow falling bands, coarse 
side coat, close hose and cloth stockings” —The coat bore 
the badge of the trade guild and the master’s own trade 


94 


sign upon the sleeve. The apprentice was admonished in 
the following terms: ‘“‘Ye shall constantly and devotedly 
on your knees, every day, serve God morning and evening 
pledging Him to avoid evil company, to make speedy re- 
turn when sent on your master’s business, to be fair, 
gentle and loving in your speech and carriage with all 
men.” | 

Mutual promises were then exchanged between master 
and apprentice—the latter on his knees—and then the 
indentures were signed. 

The ceremony ended with a banquet in the hall, to 
which the master invited members of the craft, who were 
his particular friends, which friends also brought their 
apprentices to wait on them and get acquainted with 
their new fellow. 

By the terms of the indenture the apprentice was as- 
signed duties of a miscellaneous character. It was a part 
of his job to open the shop each morning on schedule 
time and to keep the tools and the general equipment in 
proper working order. His duties included running 
errands, doing shopping for his master’s household and 
performing such chores as might fall to the lot of a 
handy man. His remuneration consisted of a small sti- 
pend, which increased gradually with the passing of time. 

The most important epoch in the life of a jeweler’s or 
goldsmith’s apprentice was the day, when his seven years’ 
servitude being completed, his master in recognition of 
his faithful service, took himself to the great hall of the 
Goldsmiths’ Company, when amid impressive ceremonies 
and many witnesses, his master publicly cancelled his in- 
dentures. The newly made master-craftsman was then 
presented with a certificate upon which was engraved 
the Arms of the Goldsmiths’ Company, the possession of 
which entitled the bearer to all rights and privileges ap- 
pertaining to a master workman and a member of the 
guild. At the same time he became a freeman of the 
City of London, without which it would have been im- 
possible for him to set up in business for himself. 

In those days the rights of citizens were very jealously 
guarded and no foreigner could set up shop unless he 
had served an apprenticeship to his trade in England or 
had purchased from the Goldsmiths’ Company, by the 
payment of a large sum of money, the right to ply his 
trade in the city limits. 

The chief purpose of guilds was to establish and main- 
tain the traditions of finest craftsmanship. They shut 

(Please turn to page 105) 
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PICK OUT THE Celechvon 


MODELS THAT WILL SELL 








BEST FOR YOU... 


@ You know the Telechron story almost as well as we 
do. For the last 20 years it's been the story of a sound 
merchandising policy: An honored name; fair treat- 
ment to dealers; a dependable, well-designed product, 
nationally advertised. 


But your immediate interest is the grand line of new 





Telechron clocks for this spring. The best we can do 
is show them to you. Take all of them—or take your 
pick. They'll all sell, and they'll all return you a good 
profit! 


How many of each of these models do you want? 





Write the number in the circles—then tear out the page 








and send it to your Telechron distributor. 





ADMINISTRATOR, Model EMBASSY, No. 4F67. Attrac- 


See A ie Sore a frame aeee, without 
in brown plastic, with gold- alarm, satin gold -colored 
colored bezel and ’ dial, and black WARREN TELECHRON COMPANY 
hands. Retails at.. $3.95 plastic base. Retails $6.75 
Buffet, Model No. 2H07, same design Mayfair, No. 7F75, with alarm, retails 33 MAIN STREET ASHLAND, MASSACHUSETTS 
(different dial) in assorted colors. Re- at $7.95. Nocturne, No. 7F75-L, 


tails at only $3.50. luminous, alarm, retails at $8.95. 


















ES 


ADVOCATE, Model No. VAGABOND, Mode! No. KIRKWOOD, Model No. FINESSE, Model No. 4H9I, 


3H77. Wood case, covered 4H89, is a new model for the 4H87. This clock has a case has blue or brown leather-cov- 
= oo striped er poor In — mahogany of me, peat a8 rain wood, pee > any > mahogany 
with go ronze with metal spokes. with a walnut finish. ase, top and side 

color lines. Retails at $5.95 $9.95 $6.50 trim. Retails at... $9.95 


a eer Retails at ........ 





I 
i 


PHARAOH, Model No. 4Fél. CONSORT, Model No. 2F0I. YACHTSMAN, Mode! No. CORDOVA, Model No. 4B85. 

For desk or mantel. Ma- Wall model for kitchens and 6B09. Sounds hours in ship's Maroon color Morocco grain 

ag ve side bathrooms. — bezel in — ay ony Mahogany are ye pe wood Case, 

inlays. ood seller green, ivory, white, ambour case. gold leaf stripes. 

at only hy paaheeke ee $9.95 black, blue or red. $4.95 grand model for $1 7.50 To retail ont. $12.50 
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Plated Flatware for 1939 Sales 


All eurrently active retail jewelers’ patterns from all 


American manufacturers presented herewith in one showing: 


the first presentation of such compilation for plated ware 


HE Jewevers’ Circutar-Keystone has compiled 

and herewith presents a complete showing of all 
patterns in plated flatware manufactured by American 
makers and sold through jewelry retailers. Such a pic- 
turization and listing have been available in sterling for 
many years through the Sterling Flatware Pattern In- 
dex issued by this publication, but never before has a 
similar showing of plated goods been available. 

Now, for the first time the retail jeweler has an assem- 
‘bly for convenient reference and consultation of all of 
the patterns which are available to him, pictured in 
exactly the same style and size, and under exactly the 
same conditions. 


One hundred and four patterns in sixteen makes are. 


shown. The presentation is confined to patterns sold 
through retail stores; hotel patterns and premium goods 
being eliminated. 

The patterns are photographed from a standard tea- 
spoon of each, and all are presented in exactly the 
same proportion of the exact size of the spoon itself— 
three-quarters of its actual size. In this way it is made 
possible to compare each pattern exactly and fairly 
with all the others. 

The patterns are arranged in alphabetical order ac- 
cording to the name of the pattern, with the pattern 
name shown beneath each one. Each pattern name, it 
will be noted, is followed by a number. This number 
indicates the name of the maker, the numbers assigned 
being likewise placed in order according to the alpha- 
betical sequence of the manufacturers’ names. The key 
showing the make to which each number refers, as well 
as the address of the maker, is given on this page. 

It was decided to place this key on a separate page 
rather than on the large sheet showing the patterns, so 
that retailers who might wish to show the sheet to cus- 
tomers, or to cut it out and mount it for display pur- 
poses, would not be disclosing to the general public 
trade information which they might prefer not to do. 

Extra copies of the picture sheet, each of which will 
be accompanied by a reprint of this page, may be pur- 
chased flat and unfolded for display or other purposes 
and shipped carefully rolled in stout mailing tubes at 
a price of $1 each. Orders and remittances should be 
addressed to JEweLers’ Circutar-KeysTone, 239 W. 
39th St., New York, N. Y. 

The compilation and preparation of this combined 
showing has, of course, been a substantial task, involv- 
ing much correspondence, securing of samples, photo- 
graphing, and the like, but this journal believes that 


% 
P 


i 


the effort and expense are thoroughly justified as a 
new and worthwhile contribution of service to retailers, _ 
wholesalers and silversmiths. If, as is hoped, this pres- 
entation is welcomed and used by the trade, it is the 
present intention to make it an annual affair so that” 
an up-to-date and authoritative list of all current pat" 
terns in plated flatware will always be available. Com- 

ments from our readers of any sort, whether favorable 

or adverse or suggesting possibilities for improvements 

in future presentations, will be heartily welcomed. 





Key to Makers of Plated Flatware Patterns 
Shown on Insert Facing This Page 


Key 


Number Address 


Name of Manufacturer 

Providence, R. |. 

4450 Ravenswood Ave., 
Chicago, Ill. 

Oneida, N. Y. 


| The Alvin Corporation 
Associated Silver Co. 


Community Plate 


Oneida, Ltd. 





12 
13 


14 
15 
16 





Diamond Silver Co. 

The Gorham Co. 

Heirloom Plate Oneida, Ltd. 

Holmes & Edwards 
International Silver Co. 

National Silver Co. 


Reed & Barton 

Wm. Rogers & Son 
International Silver Co. 

1847 Rogers Bros. 
International Silver Co. 

1881 Rogers Oneida, Ltd. 

Stratford Plate 
International Silver Co. 

Tudor Plate Oneida, Ltd. 

R. Wallace & Sons Mfg. Co. 

The Williams Bros. Silver Co. 


Lambertville, N. J. 
Providence, R. |. 
Oneida, N. Y. 
Meriden, Conn. 


61 West 23rd St., 
New York, N. Y. 


Taunton, Mass. 
Meriden, Conn. 


Meriden, Conn. 


Oneida, N. Y. 
Meriden, Conn. 


Oneida, N. Y. 
Wallingford, Conn. 
Glastonbury, Conn. 


Additional copies of the sheet facing this page have been 
printed and may be purchased unfolded and shipped in 
mailing tubes for $1 each. Each will be accompanied by an 
extra copy of the above key. Address order, accompanied by 
remittance, to The Jewelers’ Circular-Keystone, 239 W. 39th 
St., New York, N. Y. 


This showing of patterns is copyrighted and may not be 
reproduced without permission. 
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Active Patterns 


Number following name of pattern indi- 
cates maker. For key, see opposite page. 


Adam—8 Ambassador—t! ae. Buckingham—15 Burgundy—i0 Cameo—i Cavalier—5 Century—7 Charm—7 Chateau—6 Churchill—5 Classie—8 Coronation—3 
r 


Hollywood—15 Iris—15 Janet—1i2 June—14 King King Kohinoor—4 Lady Lady Lady Lady 
Cedrie—3 Edward—8 Alice—15 Amelia—2 Caroline—5 Frances—2 


, ) az 


Modesty—4 Mordale—4 Mothers—i6 Napoleon—7 New New Old Paris—10 Paris—i6 Personality—{5 Plume—8 President—4 
Empire—8 Gadroon—8 London—9 





rs in SILVER PLATED FLATWARE—as of 


Compiled and published by THE JEWELERS' CIRCULAR- 
KEYSTONE as an insert in its issue of March, 1939 


Coronation—3 Cotillion—1i3 Countess—4 Danish Deauville—3 Delmar—12 Dixie—4 Elaine—14 Embassy—4 Evangeline—9 First 
Princess—7 Lady—7 


Lady Lady Lady Ladyship—13 LaSalle—i6 Legacy—1i! Lois—I!6 Longchamps—6 Louis XVI—9 


Lois 
Outline—I6 


a Lady Lady 
line—5 Frances—2 Hamilton—3 Helen—2 Louise—2 Washington—2 


f 


a 


Queen Remembrance—5 Rendezvous—3 Rosalie—4 Rosalie—16 Rose Rosemont—5 Rosewell—4 Royal Sierra—9 Silhouette—!! Socialite 
Mary—8 Leaf—8 York—14 





March 1, 1959 


Illustrations show patterns in three- 
fourths ac*ual size of the tea spoons. 


First Flores—4 Fortune—14 Garden—15 Gardenia—i0 George Georgie—10 Grenoble—6 Grosvenor—3 Guest Guild—10 
Love—i! Washington—! of Honor—7 


XVvi—9 Louisiana—t! Lovelace—ti i. Madelon—1!4 Mademoiselle—9 uae Marquise—i! Masterpiece—7 Mayfair—i0 Meadowbrook—i2 Melody—! Moderne—8 
ady— of Honor—9 


SY, 


Surf Sylvia—t! Talisman—10 Tower—13 Vanity Washington Wellesley—8 1000-X—4 
Club—i2 Fair—5 irving—5 
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Socialite—9 Starlight—! Stylist—9 





























They’re New 








@ "The Imperial," sterling silver ver- 
sion of the Close-Shaver, introduced by 
General Shaver Division of Remington 
Rand, handsomely cased, sells for $50. 





@ Jewelers are finding that well made manicure sets 
such as these appeal to their customers the year 
around. Set shown open, $10 retail. C. J. Bates & Son. 





@ Bausch & Lomb's 
new Balar field 
glasses have 3- 
power magnifica- 
tion, weigh only six 
ounces and fit easily 
into the vest pocket. 





@ Chrome-plated "Jacks 'r' Better" ash 
tray, by Everedy Co., Baltimore, has 
miniature jacks with prodigiously long 


ears to hold and snuff burning cigarettes. 




















@ A relief panel contributes elegance 
to this Ronson Monarch cigarette case 
embodying firm's well-known lighter. 






@ Bulova has a tie-up with the Columbia picture of 
the same name for “Golden Boy,” 1!7-jewel wrist 
watch with “rite-angle" tilted case. $42.50 at retail. 


@ Left, these 14-ounce mint julep tumblers from the 
Beaumet line retail for $2 each. 






@ Below, among the season's better-selling watch 
bands is this high-domed faceted link bracelet styled 
by Jacques Kreisler Mfg. Corp., New York. 
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They’re New 








@ Magnificent clip-brooch, by Nat Koslow, Inc., 
combining round and baguette diamonds with 
calibre rubies. About $1,500 retail. 


@ Kensington, Inc., 
offers the Shell 
canape plate, 10 
inches in diameter, 
retailing at $4. 





SS 


@ French Jewelry Co., Philadelphia, sug- 

gests this popular-priced gold filled or 

sterling cross, with black enamel center 

and marcasite border for the Easter 
trade, 








@ The new Big Ben electric chime alarm, 
© "Fi " in Telechron Co.' “first it whispers, then it shouts," with 
inesse," in Telechron Co.'s new a a a ae current interruption signal, sells for $4.95. 


Spring line, has blue or brown leather elo tenhet napecenn, tah Ged 


with mahogany base, top and = number from the extensive line of lock 
Ae a Oa: oe am ets manufactured by J. M. Fisher Co. 


@ Right, gold-filled ‘family album" 
locket with three leaves holding six pic- 
tures, by Harvey & Otis. $2.50 retail. 


@ Hadley Co., Providence, offers the 

Kingman strap, with double-action safety 

clasp. Push knob and outer clasp springs 

open; then slide back inner clasp. It 
flexes with the wrist. 
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JEWELRY ARTS UNDER THE GUILDS 
(From page 94) 


out inferior workmanship. They inflicted heavy punish- 
ment upon those members whose work fell below a set 
standard. 

There was a guild for each important trade in each 
community, made up of all engaged in that trade. There 
were surgeons’ guilds, bakers’ guilds, guilds of wheel- 
wrights and many others. 

In the old work shop, knowledge was acquired by 
absorption and craft progress was made by the apprentice 
ultimately improving upon the methods and the work of 
his master. The apprentice in medieval shop-work first 
did menial work. watching, when the opportunity pre- 
sented, the master and his assistants, and as he exhibited 
interest, was permitted to take part in minor processes. 
Then having assimilated some of the “mysteries of the 
craft,” he was allowed to do the rougher part of the 
work, which was later touched up and used in connection 
with the work in hand. 

Seven years were, among the incorporated trades, the 
usual term of apprenticeship in Europe and no man could 
become a master and take apprentices unless he had quali- 
fied for the status by having worked for seven years un- 
der a qualified master. Incidentally, Benvenuto Cellini, 
according to his autobiography, did not fulfill his in- 
dentures. 

In the Middle Ages, a man or an apprentice who 
aspired to become a master craftsman and to carry on 
trade, was obliged to make an “Essay-piece” which was 


examined by the judges. For example a coppersmith 
would make a copper or brass kettle, a blacksmith a 
large iron lock, a goldsmith a silver sword hilt or a gold 
ring. 

No longer have we apprentices in our factories who 
learn the general practice of the art of the goldsmith 
and silversmith, but instead the young man who goes into 
a gold or silver factory today becomes a specialized worker 
in a small detail of the craft. In the older days, in Eng- 
land, the apprentice grew up and learned unconsciously, 
as a child in a large family; now he comes to his trade 
already trained to read and to write and to draw and 
also with very modern ideas as to his hours of work, as 
well as the work itself. 

Apprentices were in most cases younger sons of country 
squires and of the tradesmen’s well-to-do neighbors and 
they were recognized and regarded as the future mer- 
chants and future master-craftsmen upon whom the Eng- 
lish nation relied for its growing importance among the 
countries. ‘The master undertook to assume the part of a 
father to the boy, to be responsible for his morals and 
thoroughly teach him the mysteries of the craft, enabling 
him at the end of his apprenticeship, to start in business 
for himself, he, being by this time able, with his own 
hands, to make anything from a simple task of turning 
a guinea into a wedding ring to the more elaborate task 
of making a tankard. 

In the event of the merchant having no son to succeed 
him and perpetuate his name, one of his apprentices was 
almost invariably his successor, frequently becoming a 
member of his family in marriage. 








239 W. 39TH ST. 
NEW YORK, N. Y. 





phase of jewelry repairing. 


JEWELRY REPAIRER’S HANDBOOK 


By J. G. KEPLINGER 


An invaluable book intended principally for that vast 
group of workers who have learned their trade in stores, 
but who desire to know something of the best and latest 
methods used in the large jewelry repair shops. 


written and easily read, this book covers virtually every 


Price $1.25 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Well 


56TH & CHESTNUT STS. 
PHILADELPHIA, PA. 
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eep Up: T atid 
THE TIMES 


This means making the most 
out of every contact you 
make with people 


IN YOUR STORE OR 
JUST LOOKING 
AT YOUR DISPLAY 


WwW 


BUY 
OLD GOLD 


It is a service they will ap- 
preciate and one you can 
turn into profits. 





SHIP YOUR OLD GOLD 
direct to DEE & CO. for 
CHECKS THAT SATISFY 


E & CO. 


DOWNTOWN O10 COLO 
ANDO SALES IC 
55 — WASH! NUT ON ST 











/Jrecioud 
CHICAGO 





WHY JEWELERS GO BROKE 
(From page 92) 


jewelry market in this community. I’ve taken it fy, 
granted that, because the store where I now am is gypo. 
cessful, opportunities for additional stores must be good, 
But I’ve never found out whether the other stores here. 
abouts are successful, too. I have a little capital, | 
could get a little more from relatives and friends, by 
maybe I would be going to bat with two strikes on m 
before I even got set at the plate. Perhaps this success. 
ful jeweler.I’m working for might like to have a junior 
partner.” 

Remember, nothing goes quite as well as a going busi- 
ness. Think first and most seriously about getting into 
one. Your ability, your ambition, the capital you can 
raise, may bring you an opportunity as a junior partner 
either in the store where you are now employed, or in 
the store of some competitor who has been watching you 
and sizing up your abilities. Sharing a success is always 
better than creating a failure. I think our records at 
the Jewelers Board of Trade, covering thousands of 
stores, will show that more successful jewelers have 
walked into existing opportunities than have walked out 
to build single-handed successes. 

Of course there are many other causes of failure to 
which jewelry store shipwrecks can be traced. Lack of 
sufficient experience; outright incompetence; too much 
time and attention on outside interests, such as recrea- 
tion, speculation or secondary business ventures; false 
pride that keeps a man from whittling down operating 
expense in hard times; the accidents of robbery, em- 
bezzlement, fire, flood, prolonged sickness of the key 
member of the organization; the coming of sudden and 
exceptionally aggressive forms of competition; general 
business depressions. 

Many of those conditions cannot be dodged, but the 
jeweler can take steps to prevent these unpredictable 
crises from having fatal] results. 

One thing he can do is to maintain an efficient, even 
though simple, system of bookkeeping, buying records, 
sales records, and perpetual inventory. 

And, if he does find that he is slipping, he can im- 
mediately seek the best advice available. The modern 
tendency is to prevent failure rather than to pick up 
the pieces afterwards. A jeweler who sees rocks and 
breakers ahead may, if he admits the danger well in ad- 
vance, be pleasantly surprised to learn how many 
friendly and expert people and organizations will give 
him a real lift over the hill. Often, his largest supplier 
of merchandise can be a valuable friend and advisor. 
Many of the leading wholesalers and manufacturers em- 
ploy expert credit men who, if requested, will make a 
friendly and thorough survey of the existing danger and 
give the advice that will solve the whole problem. Also, 
the Jewelers’ Board of Trade maintains a well-organized 
advisory accounting department that offers free service 
to retail jewelers. 

Yes, there are a multitude of reasons for jewelry 
failures, but I sometimes think that the one big reason 
is failure to recognize quickly enough the possibility of 
failure, and to take advantage of the many failure- 
preventive services that lie very close to the retail 
jeweler’s hand. 
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SELL YOUR NEW STORE TO PUBLIC 


(From page 50) 


plaque showing how the modern T owle pieces are made. 
Hamilton Watch Co. sent us their first railroad watch 
ever made, as well as a watch movement enlarged six 
diameters. Gruen Watch Co. sent us an escapement 
enlarged 100 times, with similarly enlarged jewels un- 
mounted. J. R. Wood & Sons and Traub Mfg. Co. both 
sent us replicas of antique rings, dating as far back as 
5A. D. The Traub Mfg. Co. also sent us colored etch- 
ings depicting life in the Dark Ages. 

Several of our diamond supply houses sent us very 
unusual pieces incorporating the uses of carved emer- 
alds, carved rubies, black diamonds, amber diamonds, 
yellow diamonds, blue diamonds, ete. The Gemological 
Institute of America sent us a mineral display showing 
minerals in the rough. Jones & Woodland Co. sent us 
a display showing dies and bars of gold and photographs 
of how rings are manufactured. The Silver Plate Divi- 
sion of International Silver Co. sent us samples and 
plaques depicting the various stages of construction of 
the old time silver plate and the modern methods used 
in making similar items. 

Realizing the scientific and educational angles, we 
wrote a personal letter to the heads of each department 
in each school and university within a radius of 100 
miles. A separate letter was addressed to neighboring 
concerns and a third letter went to newspapers and in- 
surance companies, and the like. 

We ran “teaser” ads in each of the local papers ap- 
pearing Wednesday, Thursday and Friday of the week 
preceding the opening. Sunday’s Journal carried a 
five-page section devoted entirely to the opening. 

A selected list of customers were sent invitations 
printed in two-color, selling the idea of visiting the new 
Holaman’s by stressing what they would see, and no- 
tating the fact that the display was closely guarded. 
This angle is always one that attracts people. We 
mentioned also in the papers, which carried one page 
each, that we would have a direct store broadcast. 

When the barricade was pulled down, we put up a 
large tarpaulin over the front so that persons could not 
peer into the new store. A large cloth sign was erected 
over the front stating: ““The new Holzman’s will open 
at High Noon Monday. Be here.” 

We opened promptly. In the six hours of the open- 
ing we had 10,000 people view the store, although it 
rained. About 7000 persons entered a diamond count- 
ing contest for a prize of a chest of silver, filling out 
the cards with their names, addresses, birthdays and 
anniversaries, thus giving us a valuable list. 

The radio program crowded the store, although we 
probably would have gotten a larger crowd had we 
broadcast at noon. The attending crowd filled the store 
to overflowing. We did not talk about what we had 
to sell. We let friends and customers do that. The an- 
nouncer, schooled in that type of publicity and in- 
structed by myself, asked opinions of the new store of 
prominent individuals of the city. These included news- 
paper men, businessmen, and others well-known to the 
public. 

Interest from this promotion ran high over a month. 
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_HANDSOMELY EMBOSSED IN LOW RELIEF 


A smart pocket watch designed especially to com- 
memorate New York’s 1939 World’s Fair. Famous 
“Trylon and Perisphere” embossed in low relief 
on back and symbolized in the hands and in the 
etched, gold-color numerals. Sunk second dial. 
Unbreakable crystal. Dependable “New Haven” 
movement. A practical number that will appeal 
to the millions who will visit the Fair and to many 
of those unable to attend. Retails for the re- 
markably low price of $1.50. 


| SOUVENIR LAPEL WATCH 





trousers pocket. Retails 


$2.00. 


If these watches are not 
available at your job- 
ber’s, send us his name 
with your order. 


WATCH DIVISION 





Similar te the pocket watch 
above, but is fitted with flexi- 
ble metal cord ending in a but- 
ton bearing the Trylon and 
Perisphere. A handy watch to 
be attached to button-hole or 
belt and carried in coat or 


for 


NEW HAVEN Gimepicces 


THE NEW HAVEN CLOCK COMPANY. NEW HAVEN. CONN. 
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SCIENCE DOMINATES 
THIS AGE 


Now, as in other fields, science has entered the 
jewelry trade. 


The jewelry buying public has learned that the 
gemological profession trains men to be spe- 
cialists in gems, jewelry, silverware and 
precious metals. This same public is taking 
advantage of this specialization by more con- 
tinuously patronizing jewelers who have re- 
ceived the title of Certified Gemologist. 


The change from the jewelry business to a true 
profession seems inevitable, just as was the 
change from the old time barber-doctor to the 
physician of today's highly efficient medical 
profession. 


Even now over 50 Certified Gemologists 
throughout the United States are creating in- 
numerable important sales by gaining the 
good will and confidence of their communities. 


Write today for information concerning the 
study necessary to obtain the C.G. title. 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 S. ALEXANDRIA LOS ANGELES, CALIF. 
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Christy Sport Knife Advertising 


—continues in leading magazines, bringing constantly increased 
over-the-counter sales for ‘‘the handiest pocket knife ever designed’’. 
Last year’s sales increased over 50%. Standard Model 7.20 doz. 
to retail at $1.00 each—40% assured profit to you! Counter sell- 
ing display card free with order for each % doz. knives. Order 
today from your jobber or direct to get yuur share of this sure 
business. 


The Christy Company, Fremont, Ohio 








A KEY TO PRECIOUS STONES 


by Dr. L. J. Spencer—A basic scientific text and reference book 
dealing with the principles of mineralogy as they apply to 
precious stones. Illustrated with line drawings and halftone 
reproductions. Price $2.75—Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts., 239 West 39th St., 
Philadelphia, Pa. New York City 











RUECKERTS 
THE HOUSE OF QUALITY FOR 
MANUFACTURERS AND WHOLESALERS 


SAMPLE CASES RING CASES 

JEWELRY TRAYS TOOL CASES 

OPTICAL FOLDERS LACQUERED DISPLAYS 
DISPLAY PADS TRUNKS & FIBRE CASES 


RUECKERT MANUFACTURING COMPANY 
69 SPRAGUE STREET PROVIDENCE, R. I. 
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FACE THE FACTS 
(From page 81) 


jewelry, silverware and watches have been bought 
rather than sold. Because in the past people hayg 
always walked into jewelry stores to buy there igs yy 
guarantee that they are going to continue to do g 
always. 

“If we want them to, we must have what they want, 
we must have it at a price they are willing to pay, ang 
we must learn to sell them a $1 item with as much ap- 
preciation as if it were $100. We need to preserve the 
confidence of the public, but let us fight with more 
modern weapons. 

“Hundreds of enterprising retail jewelers through. 
out the country are doing a fine job, but there should 
be more of them, and it seems to me that it will be 
much more interesting and profitable to try to meet 
modern merchandising conditions than to die of dry rot 
in the sepulcher of the past.” 





SETTING FOR SILVER 
(From page 82) 
wedding gifts supplied come in the fall and winter. 

“Silver is no longer an item to be pushed only in the 
spring,” he says. “It is a year-round item and must be 
merchandised as such. We push silver for gifts for all 
occasions. Along this line we have named the mahogany 
room the ‘home of heirloom silver’ for we believe that 
this merchandise is the type that can be bought with the 
idea of handing it down from generation to generation.” 

Merchandising of silver and crystal cannot be done in 
an off-hand manner, according to Mr. Steiger. The 
clerks and buyers in the three departments are experts 
in their lines and know the merchandise that they are 
selling. 

Separating the high quality from the inexpensive has 
proved a boom to the business. Mr. Steiger contends 
that if more jewelry stores would do this with their 
merchandise and then strive for high selling honors in 
each branch, business with them in these lines would be 


WORLD'S FAIR EXHIBITS 
(From page 76) 


considerably better. 


atmosphere, 500 to 600 miles from its surface, is enter- 
ed, a shower of meteors streaks past. The aurora 
borealis becomes visible in the northern sky followed 
by streaks of lightning, until dropping through these 
to terra firma, the voyagers find before them a bird’s-eye 
view of the Fair grounds ablaze with lights that signifies 
the end of an incredible journey of thousands of millions 
of miles, all accomplished in 15 minutes! 

Still another watch company will be very much in the 
public eye—and ear—throughout the Fair. The Bulova 
Watch Co. has arranged with the management of the 
Fair to broadcast at frequent intervals over the Fair's 
public address system the familiar Bulova watch time 
announcements. All other announcements over the sys- 
tem which involve a time element will also be made by 
Bulova watch time. 

Specially designed and constructed clocks of large 
size and great visibility and bearing the legend, “Bulova 
Watch Time” will be erected at vantage points through- 
out the Fair grounds, including entrances, exits and 
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all information booths. A typical example of such a 
booth with its clock display is shown in these pages. 

Of keen interest to jewelers will be the exhibit of 
Baker & Co., Inc., of Newark, N. J., refiners and work- 
ers of platinum and other rare metals such as _ rho- 
thenium, palladium, etc. 

Baker & Co.’s materials cover a wide range of prod- 
ucts and industries. The jeweler naturally will be 
particularly interested in the exhibit of the company’s 
line of ring blanks, settings and findings in platinum 
and in the new addition to their line—watch case blanks. 

Two-tone ring blanks with rhothenio-palladium stone 
sections and side ornaments will also be displayed. The 
tarnish-resistant quality of this metal, together with 
its natural beauty and the security with which it holds 
diamonds in their settings have made it a highly useful 
material in the jewelry trade. 

Though not of direct application to the jewelry busi- 
ness, visitors to the Baker exhibit will also find much 
to interest and instruct them in the demonstrations of 
platinum and its allied metals in a wide variety of other 
industries from textiles to glass making, chemical produc- 
tion, dentistry, and photography. 

The Baker exhibit will be found in the Hall of Metals. 

In the Japanese Building, K. Mikimoto, Inc., is dis- 
playing an exact replica of the famous Liberty bell one- 
third actual size, and made entirely of Mikimoto cultured 
pearls. ‘The bell is 15 inches wide at the mouth, 14 
inches high, contains 11,600 pearls, and is suspended 
in a beautifully wrought fixture black and white pearl 
shell. 

The inscriptions on the original of the bell are repro- 
duced in diamonds on this model, 366 stones being used. 
The crack in the bell is shown by using grayish pearls. 

The exact nature of many of the displays of partici- 
pating foreign nations is still shrouded in mystery. In 
an effort to prevent piracy of plans by other nations 
some of the foreign commissioner-generals will not reveal 
the exact nature of their displays until the opening date. 

The exhibit of the Belgian government will probably 
be among the most interesting of all to jewelers, and to 
the general public, for in addition to a striking display 
of rough and cut diamonds the Belgians will also operate 
a diamond-cutting mill in the Colonial section. Friday, 
June 16, has been designated as Belgian Colonial Day, 
and will culminate in a grand ball which will be termed 
“The Ball of the Jewels.” 

More than 20 Antwerp exhibitors have registered for 
places in the diamond saloon in the Belgian pavilion. 

The evolution of the Swiss watch will be shown in a 
historical display in Switzerland’s Pavilion, located on 
Presidential Row North and joined by a bridge with 
Switzerland’s section in the Hall of Nations. 

The French Palace will house a collection of jewelry, 
silverware, watches and clocks valued at millions of dol- 
ars. These exhibits will be grouped in a “sanctuary of 
the jewelers’ art,’ situated in the rear portion of the 
fashion floor. 

The temple of jewels, according to the plans, will be 
bathed in light and shadow, so that the displays of dia- 
monds and other gems will have an aura of mystery 
about them. There will be seen the handsome creations 

(Please turn to page 114) 
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A Diamond Salesman 


A Priceless Addition to Your Dia- 
mond, Watch and Repair Depart- 


ments 


This new instrument with its Violet Light will greatly assist 
retail diamond dealers in consummating sales successfully. It 
absorbs the yellow effect caused by the lighting system used 
in all show rooms and stores—shows your diamonds to the 
best advantage. When ordering for diamond use specify ultra bulb. 


THE NEW 









Standard . 
Batteries Se-All Firefly 
Easily 

Replaced 

Anywhere (Patented) 





(Aplanatic) MADE IN U.S.A. (Chrome Plated) 
for 10 Cents ne 64” long 1%” high 


ONE USER STATES:-—‘“‘My customers are thrilled when the 
brilliant light is flashed on the diamond. It seals a sale with 
confidence. The psychological effect in trying to assist my cus- 
tomers to see what they are buying is beyond my description. 
It lifts the air of suspicion which exists more or less in the 
mind of every diamond customer. My diamonds remain sold. 
(’'m never afraid to call my customers’ attention to flaws 
found common in diamonds. This new device has greatly 
helped me to sell higher priced diamonds successfully.” 


Use the Se-All in your watch department. Show your pros- 
pects the inner works—they will appreciate the finer work- 
manship in higher grade watches. Use the Se-All in your 





watch repair department. Show your customer the necessity 
of cleaning and replacement of parts. 


| 
| 
Sent on receipt of $5.00. Subject to inspection and imme- 
diate refund. 


See our exhibit at the National Jewelers Convention in New 
York, August 28, also at the Jewelers Convention in Chicago. 


SWIFT & ANDERSON, INC. 


Manufacturers and Distributors 


111 SUMMER ST. DEPT. G BOSTON, MASS., U. S. A. 














HONESTY is not a virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and ac- 
curacy continues unchanged .. . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Low PES , 


Our Reputation Is Our Success 
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FINE CHINA 


“FAMOUS THE WORLD OVER” 
Expertly designed styles for every occasion 


assure lasting enjoyment and permanent worth. 


There 1s no compromise with quality 


There is only one RestBrs, China 





THE ROSENTHAL CHINA CORP., 149-151 5th AVE., N.Y. 
ee ————— 

















THE JEWELER 


that sells China and 
Glassware must see our 
line if he wants to have 
the latest and best the 


markets of Europe 





S52 


afford. 


Everything in Stock for Prompt Shipment 


PAUL A. STRAUB & CO., INC. 


105-107 FIFTH AVENUE 
AT 18TH STREET NEW YORK 
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This Window Display Made Them 
Stop, Look and Buy 


By an ingenious 
adapting of a unique sculptural display to his business, 
Leonard Talner, Inc., a leading jeweler of New Ro- 
chelle, N. Y., attracted the attention of many thou- 
sands of people. The object of such interest was an en- 
semble of miniature figures representing a night club 
scene—an opera in the little. “There are 450 persons 
represented on a scale of about two inches each. 

This group was made by a butler in the employ of one 
of the old Westchester families who has an unusual 
ability as a sculptor. The materials are mostly of pipe 
cleaners which serve as the skeletons—the bones of the 
tiny arms and legs—but none would suspect it. The 
heads and features are cleverly modeled from plastics and 
colored by hand. It took the artist months in his spare 
time to complete his task. 

In the center of the group at the back and arranged on 
a pyramid of tiers, the Lilliputian orchestra of more than 
a hundred musicians is seated. The leader stands with 
his baton at the top of this tuneful terrace. 

In the middle foreground one sees the chorus of “The 
Bridal Dance,” all delightfully feminine and alluring in 
their flimsy skirts. The group is so animated in modeling 
that one can almost feel that these miniature mannikins 
are in motion. 

At the right and left of the composition are tables about 
which are gathered the many patrons of the “Opera Hat 
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Club,” enjoying their midnight supper and watching the 
dancers. 

The tiny stage is decorated with mural paintings at the 
rear, and is suffused by a mellow light from skillfully ar- 
ranged cove fixtures. Over all is a dark canopy which 
contrasts most effectively with the illuminated spaces. 

The display fitted the window of the Talner establish- 
ment, occupying all the space. 

- No sooner was this window arranged than it attracted 
sO Many spectators that it was necessary to ask the co- 
operation of the authorities in keeping the crowds moving 
in line. 

As Mr. Talner well knew when he installed this model 
display, the people of New Rochelle are deeply interested 
in the drama. They also take part in amateur theatricals 
and in pageants under the auspices of the many clubs and 
associations in that progressive suburb. 

The season of engagement announcements was at hand 
and many weddings were not far away. The bridal en- 
semble of the display suggests as much. 

In the foreground there are objects from the jeweler’s 
stock which subtly but effectively remind social circles of 
the season. There are on view engagement and wedding 
rings and also valuable watches and other gifts which 
carry out what Mr. Talner called the matrimonial motif. 

This window was one of the most successful he ever 
installed, and, besides making a sensation, was produc- 
tive of sales. 








“Springtime” 


DECORATION 13572 


A decoration of out- 
standing beauty on a 


graceful shape. 


i . Sy : 


+ 


CARRIED COMPLETE 
IN STOCK 





Ask for Samples and Prices 


HEINRICH and WINTERLING CORP. 


49 West 23rd Street - - - NEW YORK, N. Y. 





Ey 








Titec | English Staffordshire 
iii CHELSEA BIRD 


oe 





New York 
Stock 


Short 
line items 


Spode— Gloucester 


Your customers will appreciate the ENAMELED 


authentic period designs of Spode. G reen, | M aroon, iW | ue 
Sole Agents and W — Distributors Service plates retail $ 12.00 doz. 


COPELAND & THOMPSON, INC., 206 Fifth Ave, New York JUSTIN THARAUD, Inc. 


EVERY SPODE PATTERN IS ALWAYS AVAILABLI 129-131 FIFTH AVE., NEW YORK 
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Three examples of Italian pottery are suitable for the jewelry store gift department 


Italian Pottery 


By R. H. LESLIE 


HERE is ever an interest in Italian pottery and 

the story which surrounds its production is so enter- 
taining that it will bear repeating. Pottery making in 
Italy is an art. It is handed down from father to son, 
generation upon generation and is revered by these 
clever craftsmen with almost the same feeling as their 
church calls forth. 

These skilled Italians love their profession, honor 
their art, and endeavor wholeheartedly to give the best 
their knowledge and clever hands can produce to a public 
eager to be delighted with their workmanship. The 
Italian is a romanticist at heart, and a beauty and color 
lover beyond all question of doubt. From nature, the 
truest source of color and light, these craftsmen derive 
their inspiration for their beautiful designs and shapes. 
They live a simple life and their artwork shows this 
influence in simplicity of line which is so appealing to 
those of the hectic and busy world. 

In Italy, high in the mountains of the Aquila range, 
is the ancient feudal fastness of Castelli. This town has 
been celebrated for its majolica pottery since the 15th 
century, and without a doubt has wrought a marvelous 
effect in decorated ceramics. The pottery from this town, 
like most of the pottery from this country, derives its 
name from the locality where it’is produced. Therefore, 
Castelli pottery comes from the abandoned monasteries 
and half ruined castles in the village bearing that name. 

For generations the old families of Castelli have per- 
petuated their artistic heritage and their innate crafts- 
manship has won them high honors in their field. Urchins 
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of tender age are ambitious to equal or surpass their 
parents and the still older craftsmen painstakingly 
applying their vast experience in practice and counsel. 

At the primitive potters’ wheel, spun by the foot, the 
common clay is guided by dexterous fingers and grows 
into lovely forms and shapes. It is then that skilled 
brushes depict lovely decorations in pastel shades. The 
final process is the firing in huge charcoal kilns, in 
which again skilled labor only is applied. This pottery 
has been treated with a cold antique process and like 
antiques should be dusted lightly with a dry cloth. 

Castelli pottery preserves a character quality of its 
own due to the remoteness of the situation of the town 
and the individuality in treatment which has been passed 
down from father to son for these many generations. The 
most cunning of all ceramic craftsmen, the Etruscans, 
were the originators of this pottery but until about the 
15th century when the Renaissance was at the height 
of its splendor, it did not attain prominence. 

In the 15th century Castelli first introduced to the 
Continent a tin glaze, and then rediscovered the lead 
glaze similar to that created originally by Luca Della 
Robbia. By the end of the 17th century the school of 
Castelli artists was held in renown throughout Europe 
and their works eagerly sought. 

The most renowned of all the artists of this famed 
town of Castelli was Francescantonio Grue. Leading a 
revolt against the Spanish rule of Charles the Fifth he 
was imprisoned and made his escape to Naples. At the 
invitation of Carlo III of Naples he spent the time of 


DISPLAY FASHIONS 


+} @ om RO). (¢) 18 3 Bw 
LOS ANGELES 
— 4ués eA — 
NeW DISPLAY CREATIONS 
in LUCITE & MIRRORS 


ATTENTION COMPELLING! PROFIT PRODUCING! 


DISPLAYERS BUILT TO YOUR SPECIFICATIONS - CONSULT US 




















92—Smart all purpose Displayer, 16x18", 3" steps, $8.00. 50—Modern, 
10 x15", $5.00. 231—Compact and Costume Jewelry Displayer, lucite 
rails, 14", $7.00. 232—14"x15", $8.00. 230—Lucite and Blue Mirror 
Necklace and Bracelet Displayer, $7.50. 90—Set of 4 columns, $6.25. 
91—Set of 5 blocks, $7.25. 89—I/. rounds, all sizes. Foregoing sets 
offer many attractive display combinations: 1—Angle Displayers, all 
colors, holds small items at just the right angle, $1.00 each. 2—New. 
Crystal Clear, Unbreakable Lucite Ring Holders—single holder 50c each, 
double 75¢ each. Colored Mirror Bases, 15c and 20c each. 7—Flexi- 
ble Mirror Moulding, any size. Make your own displays. 
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his exile in bringing to the highest pitch of excellence the 
royal manufactory of Capo d’ Monte Porcelain. 

Many of the most talented Italian painters first earned 
their reputations as decorators of pottery. Luca Della 
Robbia gave the world masterpieces on vases as well as 
on canvas. 

But there are other towns in Italy which produce pot- 
tery with equally as interesting a history. Italian pottery 
or majolica ware comprises all the earthenware which 
has been covered by a glazed surface. 

In the beginning most of the pottery was made for 
practical home usage, the articles being such pieces as 
oil jars, flagons, platters and bowls. It is interesting to 
note that even today in some of the remote provinces, 
wine is measured and served in brightly flowered peasant 
pitchers as in years gone by. But along with this homely 
development came also the development of artistic and 
decorative articles until we have today one of the most 
complete lines of pottery in both useful and ornamental 
articles ever produced. 


WORLD'S FAIR MERCHANDISE 
(From page 109) 


of Cartier, Chaumet, Dussausoy, Mauboussin, Mellerio, 
Savard and VanCleef. 

The atmosphere will be almost religious in this hall, 
where the midnight-blue color scheme will show, with 
splendid effect, the white, red and blue fires of the 
jeweled rings, clips, necklaces and pendants. In Paris, 
the offices of the French participation in the fair have 
been working for months, on details of this exhibit. 

Not as jewelry merchandise—because the jewels 
shown are distinctly not for sale—but as an interesting 
and beautiful application of jewelry craftsmanship in 
an unusual way, is one of the exhibits in the building of 
Soviet Russia. This is a map of the U.S.S.R. measuring 
20 x 22 feet and made of precious and semi-precious 
stones with boundary lines and place names in precious 
metals and special alloys. The map is the work of the 
finest lapidaries in Russia and took a year and a half 
to make. 

Norwegian gemstones, enamel and silverware, will be 
included in Norway’s pavilion. Several of Iraq’s silver- 
smiths will attend to exhibit their workmanship at the 
Iraq pavilion. Siam will exhibit her native gemstones, 
silverware and niello work in her covered space at the 
Fair. 

One of the most interesting applications of jewelers’ 
merchandise at the Fair will not be on display because 
it has been buried many feet beneath the surface of the 
ground. Deep down below the millions of hurrying or 
sauntering feet of World’s Fair visitors lies the “‘time 
capsule” which was buried to await discovery by archae- 
ologists of 5000 years hence, so that they might have a 
record of how the world of 1939 lived, and the things 
we knew and used. 

One of the exhibits chosen for this purpose was a 
setting of Oneida, Ltd.’s, Heirloom Plate in the Grenoble 
pattern. Will scientists of 6939 A.D. gravely speculate 
about the purpose for which these slender metal instru- 
ments were used by their ancestors in the dim past, just 
as today we ponder over the implements discovered in 
Egypt and Assyria? 

Truly, the Fair is looking far into the morrow. 
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HERE COME THE BRIDES! 
(From page 47) 


Maryland voters, when it is shown that this little town 
of 3,331 souls had 300 more weddings in October than 
the great city and county of Los Angeles, with a popu- 
lation of about a million and a half. 

The 16,054 marriages performed in Elkton in 1938 
were almost total losses to the jewelers within a radius 
of several hundred miles. The rings and jewelry for the 
bridal party, the engraved invitations, the flowers, the 
gowns, the cakes, and all the other niceties which go with 
a real church or home wedding must of necessity be 
foregone by a young couple who throw a few personal 
possessions into an overnight bag and start off in the 
dead of night for their nuptials. 

June with 14 per cent of the total license issuance 
last year remains the most popular marriage month. Its 
margin over some of the other months is not so great 
as might be imagined. May, the second month, had 9.6 
per cent of the year’s total of marriages and August 
had 9.5 per cent. The other months in order were: 
September, 8.9 per cent; October, 8.6 per cent; Novem- 
ber, 8.1 per cent; April, 8 per cent; December, 7.7 per 
cent; July, 6.7 per cent; January, 6.5 per cent; March, 
6.2 and February, 6.2 per cent each. 

Southern cities find December a good time to tie the 
nuptial knot. Birmingham, Dallas, Memphis, Oklahoma 
City and Tulsa had more marriages in December than 
in June. It was the second most popular month in 
Atlanta, Dayton, Flint, Fort Worth, Houston, Louis- 
ville, San Antonio and Toledo. 

Los Angeles and Worcester, Mass., had most mar- 
riages in August. October was the most popular month 
in Hartford and Milwaukee. Providence had most mar- 
riages in April, and Flint, Mich., had its best month 
in November when the motor industry had a pick-up. 

Although February had the poorest record numer- 
ically it probably had more marriages per day than 
January and March which each have three more days 
than February. August was the second choice of brides 
in 14 cities, and May was second in 11 other cities. 

The great effect of business conditions on the num- 
ber of marriages and on jewelry sales was especially 
marked in Detroit and Flint, Mich., the centers of the 
automotive industry, which had a bad time of it in 1938. 

During the year industrial employment in Detroit 
was down 35 per cent; wages 39 per cent and the sale 
of cars in Wayne County, which includes Detroit, was 
off 66 per cent. Department store sales were off 17 
per cent. 

At the same time marriages dropped off 53 per cent 
in Detroit, and 52 per cent in nearby Flint. 

Edward Wright, of the great Detroit retail jewelry 
house of Wright, Kay & Co., when asked for his com- 
ment on the effect of business and the drop in mar- 
riages, on his firm’s jewelry sales, said “The value of 
wedding and diamond ring sales last year was off about 
30 per cent from 1937. 

“We believe that the average of the moderately priced 
diamond ring did not change much, but we sold fewer 
diamond rings and fewer wedding rings, and we sold 
fewer diamond rings in the brackets from $600 up. 

“Our plated hollowware was down about 10 per cent 
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When you visit the 
NEW YORK WORLD'S FAIR 


You are cordially invited 
to make your headquarters 
at our New York 
Salesroom 
1939 NOVELTIES NOW 
ON EXHIBITION 





C. F. RUMPP & SONS 


MANUFACTURERS OF 


» = , - m Goods 


BILL FOLDS CARD CASES 
TOILET CASES 
LIBRARY DESK SETS 
PHOTO FRAMES JEWEL CASES 
CIGAR AND CIGARETTE CASES, ETC., ETC. 


[ Gifts for _AW Sa ) 


PHILADELPHIA 
New York Salesroom Chicago Salesroom 
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The Medici Greeting Cards 





Medici—the “Sterling” Mark in Greeting Cards. 
A beautiful line of unparalleled quality, and 


universal appeal. 
profitable. 


Jewelry stores will find it 


Illustrated catalogue on request. 


HALE, CUSHMAN & FLINT 


116 NEWBURY STREET BOSTON, MASS. 
(Branch Office and Display Rooms, 489 Fifth Avenue, New York) 

















GEM-STONES 


AND THEIR 
DISTINCTIVE CHARACTERS 


by 
G. F. HERBERT SMITH. M.A., D.Sc. 


Keeper of the Department of Mineralogy, British Museum 


An interesting and authoritative book containing a concise, 
but general survey of the various species in the Mineral 
Kingdom that are in use for ornamental purposes, explain- 
ing what they are, whence they come, how they are fash- 
ioned, and how they may be distinguished. Such parts of 
optics and of physics are dealt with as are necessary for a 
proper appreciation of the causes of the beautiful play of 
color which delights the eye in a well cut stone, and of 
the methods employed for distinguishing stones very much 
alike in appearance; but the treatment is kept as free as 
possible from technicality. Pearl and other organic prod- 
ucts which occasionally find their way into jewelry are 
also touched upon. 


Comprises 40 chapters and many diagrams, plates and 
tables. Over 300 pages. 


PRICE $3.00 POSTAGE PREPAID 


The Jewelers’ Circular-Keystone 
239 W. 39th St. 56th and Chestnut Sts. 
New York, N. Y. Philadelphia, Pa. 
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and sterling hollowware remained about equal. Sterling’ 
flatware sales were down about 15 per cent. In regard 
to the sales of silverware showing up better in thej, 
comparison than the diamond department, we have no 
good explanation except that the sales in this department 
have been down for the previous years, and so these were 
not such hard figures to beat. 

“In spite of the fact that automobile production 
dropped so low, Detroit had a small business boom, as 
the building contracts awarded amounted to $91,000,000 
which was only 2 per cent below the previous year. The 
value of residential building actually increased 47 per 
cent over the previous year. So all business was not 
down in proportion to the drop in automobile sales and 
in the number of marriage licenses issued. 

“We are expecting a moderate increase this year, 
at least 6 or 8 per cent for the first six months.” 


PACKAGING IN THE GIFT SHOP 


(;' FT merchandise, being attractive, colorful, dainty, 
beautiful and novel, must be handled in an appro- 
priate manner. Dainty merchandise must receive dainty 
treatment. Colorful pieces must have a dull background 
to bring out the beauty of the articles, and so on. 

Generally speaking this condition is realized and han- 
dled very well by shops and department heads. The 
display is good, but the problem of assisting the customer 
in making a selection of a gift is paramount. Women 
customers are shoppers who go from store to store and 
department store to jewelry shop. They are looking for 
a two cents cheaper article in the majority of instances. 
But there are occasions when the woman shopper wishes 
the name of a jewelry shop on the package more than 
she wishes to save a few cents by buying with the price 
tag in mind. 

The woman to whom the price is not the main con- 
sideration wishes a gift for an occasion where prestige 
counts, packing counts, and the delivery counts. Jewelry 
shops cannot afford to have a delivery service in many 
instances. These shops often handle the mailing of the 
packages in their own box or have a young boy who cares 
for a few deliveries after school hours are over. 


No matter how small the gift shop or the gift depart- 
ment in a department or jewelry store there should be 
distinctive boxes and wrapping paper. The name of the 
shop should appear on the paper. If the paper is color- 
ful or distinctive it is an advertising feature, for the 
package carried by any customer is immediately branded 
as from “Parkes” by those who have seen it before, or 
who know the wrapping paper used. Jewelry shops can 
carefully wrap a box and tie it with the cord or ribbon 
used and place it in the back of the window. It will 
make passersby accustomed to their wrapper and also 
silently guarantee new customers that their gifts will be 
appropriately wrapped. 

Women do not like to take a gift home, rewrap it in 
tissue paper, hunt up an appropriate box, wrapping 
paper, cord, and then address and stamp it and trot 
around to the post office. Men customers abhor this and 
for this reason usually go to a jewelry store for their 
gifts. 
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ANRJA Holds its Second Mid-Year Conclave at San Francisco 


Golden Gate Fair 
Lures West Coast 
Jewelers to Sessions 


“One jeweler ‘alone in the wilderness’ 
may not be heard, but thousands of 
jewelers voicing their will in unison do 
make themselves heard,” was the salient 
thought in President Myron Everts’ ad- 
dress on the topic, “Unity for Strength,” 
delivered several days ago before the 
American National Retail Jewelers As- 
sociation, the California R.J.A., the Hor- 
ological Institute of America, the Horo- 
logical Association of California and the 
Southern Pacific Railroad Watch In- 
spectors Association, assembled in joint 
sessions, in San Francisco, Feb. 20 to 24. 
All sessions were held in the Palace 
Hotel. 

More than 450 people turned out for 
the opening session. This conclave of- 
fered West Coast jewelers their first real 
opportunity to learn directly from its 
officers the operation on their national 
association. 

The jewelry industry found itself in 
the dazzling brilliance of front-page pub- 
licity throughout the land, when the 
magnificent key, of native California 
gold and precious stones, which it exe- 
cuted and presented to the fair, was 
used symbolically to open the Golden 
Gate Fxposition on Treasure Island 
Feb. 18. Although somewhat disap- 
pointed that the fair was not yet in a 
finished state, the convention-goers found 
plenty of time to “do” the exposition 
grounds. 

Calling attention to the varied activi- 
ties of his association, Mr. Everts in his 
opening address asked, “Would it not 
have been a marvelous thing a number of 
years ago if we could have gone to the 
sponsors of the excise tax on jewelry 
and had it killed before it was ever 
placed in the tax bill? 

“However, we were unable to do that. 
The tax bill was written; we paid the 
tax for a number of years, and finally we 
were able to get it removed with much 
ballyhoo and publicity. It was such a big 
thing then that everyone wanted some 
credit for having it removed. How much 
better it would have been if the tax 
could have been averted in the first 
place. 

“As another example of association 
work take the exemption of retailers in 
the Wages and Hours Law. Wouldn’t 
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In walked the photographer just as this group was completing final details of the convention, at the 
Palace Hotel. In the group are seated, left to right, Philip H. Cowan, Oakland, Cal., new president 
of the California R.J.A.; Carl E. Schultz, Hollywood, retiring state president; Arthur H. Dibbern, Glen- 
dale, executive secretary of C.R.J.A.; and standing, A.N.R.J.A. President Myron Everts, Dallas, Tex., 
and Albert Samuels, chairman of the state executive committee. To this hard-working group, together 
with its cohorts in the Golden State, goes most of the credit for the success of this second mid-year 
convention of the national association. At the annual meeting of the state association, the following 
were elected to serve with Mr. Cowan and Mr. Dibbern, during the ensuing year: George R. Finley, 
Compton, first vice-president; W. H. Hilton, Redwood City, second vice-president; Peter H. Boysen, 
Long Beach, third vice-president; W. R. Burke, Berkeley, secretary-treasurer. San Diego was chosen 
host city for the 1940 convention, and Fresno was chosen as the place for the June directors’ meeting. 








we all be sweating if that exemption had 
not been placed there? The exemption 
was the result of cooperative action of 
retailers’ organizations.” 

Mr. Everts came forward with a sug- 
gestion for the prevention of silver 
“bootlegging.” Said he, “when your 
friend John, the Jeweler, asks you to 
help him by letting him: have a little of 
such and such a pattern of silverware, 
be very glad to accommodate him, and 
let him have all he wants at the regular 
retail price, and when you want John to 
accommodate you, let him do so at the 
regular retail price. You both come out 
the same in the long run, and there is 
no chance then of bootlegging unknow- 
ingly entering into the picture. 

“You all know of the exceptional re- 
sults being achieved by the Jewelers 
Publicity Committee with very little 
funds. I do not see how anyone even 
remotely connected with the jewelry 
business could hesitate to support the 
campaign most enthusiastically when he 
realizes that the last figures indicate that 
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only eight-tenths of 1 per cent of the 
American consumer’s dollar gets into the 
jewelry store. This fact should certainly 
jerk us up short and make us realize 
what we already know in a general way, 
that automobiles, fur coats, cosmetics 
and amusements are doing their best to 
push jewelry entirely out of the picture. 
Our only recourse is the Publicity Com- 
mittee’s work. ... 

“Under the present governmental set- 
up, together with tax plans, the wealth 
of the country is being rapidly leveled 
off. Our problem is to ae manufactur- 
ers develop good quality lines in the 
lower price brackets that will be sold to 
jewelers and not to every Tom, Dick and 
Harry who wants them.” 

“It should not be difficult in any state 
to pass such measures as a jeweler’s lien 
law or a secondhand watch law,” counselled 
Arthur H. Dibbern, Glendale, Cal., vice- 
president of the Pacific region, in an ad- 
dress on state legislative campaigns. The 
determination and ingenuity of a small 
group with the knowledge of how to pro- 








ceed, is in most instances all that is re- 
quired. 

In a strong address on_ installment- 
selling, Tinley L. Combs, a past presi- 
dent of ANRJA and one of the foremost 
proponents of credit, concluded, “The 
public is increasingly learning that our 
diamonds, gem stones and precious met- 
als are resisting the killing effects of de- 
pressions, and value demoralizations, 
more than any other possessions of this 
day and it is high time we made it easier 
and safer for people, of all degrees of 
wealth, to own our jewelry store mer- 
chandise, and thus enable credit selling 
to benefit our industry as it is now bene- 
fitting our competitive industries. 

“To be indifferent to any idea that has 
brought extra millions to other industries 
and wealth to installment jewelers all 
around us, seems to our budget selling 
committee to be short-sightedness on the 
part of the old-line, or cash _ store, 
jewelers. 

“We have a place in this sales field 
and we must take a part in it. The 
people want better jewelry and want it 
from the better jewelers. We should 
make it easy for them to do, and we 
right now are so nearly 100 per cent for 
it that we should, everyone, join in the 
rightful entry of our entire industry in 
this modern field which the public wants 
us to enter.” 

The following important resolution 
was presented by Past President Wil- 
liam D. McNeil and seconded by Past 
President Tinley L. Combs: “Resolved, 
That ANRJA record its deep satisfac- 
tion in the action of the Diamond Cor- 
poration of London in undertaking a 
survey to determine how the diamond 
business in this country can be devel- 
oped; and that it express the fervent 
hope the survey may be followed soon 
by a constructive diamond publicity 
program.” 

“Price maintenance,” said Alvin Mag- 
non, ANRJA regional vice-president, of 
Tampa, Fla., “is the only means by 
which a successful business can be op- 
erated in justice and fairness to all. 
One of the major objectives of our na- 
tional association should be a vigorous 
effort to see that our fair trade laws 
are enforced. 

“There is a vast difference between 
price maintenance and price fixing, but 
it has been noted that the opponents of 
our fair trade laws have evidently made 
an effort to confuse the public mind on 
this point. Price maintenance can be in 
no sense construed to mean price fixing, 
and every retailer should be on the alert 
to give the public dependable informa- 
tion on this question.” 

“How to Sell More and _ Better 
Watches” was the interesting topic of 
R. J. Slagle, Houston, Tex., another re- 
gional vice-president. 

“The pulling power of the press is 
without an equal in advertising. Tie-up 
with the publicity campaign. Tie-up 
with the factories in their campaign with 
newspaper copy. Fill your windows with 
the watches mentioned in this double 
publicity punch. It will pull the people 
your way, win their approval, and is a 
positive producer of a profitable volume. 
I know of no better means or method to 
sell more and better watches. 

“Styles change over night, creating a 
greater demand for the newer and more 
modern watches. Let us tell the world 
what we have to sell—put personality in 
our publicity punches. 

“Yellow gold is here again in all of its 
beauty—attractive to the eye of the pub- 









NATIONAL OFFICERS MAKE CROSS-COUNTRY PILGRIMAGE 





The trip of A.N.R.J.A. officers to and from the San Francisco convention was in the nature of 
pilgrimage, and one of their calls was at Portland, Ore., where the above photograph was made at 
a breakfast staged in the Benson Hotel, by the Oregon R.J.A. Seated, left to right, are Henry F, 
Stecher, Milwaukee, vice-president of the Central region; Tinley L. Combs, Omaha, vice-president of 
the Northwest region; Charles T. Evans, national secretary; William D. McNeil, New York, chairman 
of the Jewelers’ Publicity Committee; standing, Albert Molin, Frank Heitkemper and R. H. Rueff, all 
of Portland; Paul Monohon, Newark, N. J.; Alfred Stone, Portland, president, and Rene Bloch, Portland, 


secretary of the state association. 


The Portland members of the state association played hosts to the national officers at a banquet 
Feb. 16, with 65 jewelers in attendance. The day before the same group was entertained in Seattle, 


Wash. 


On the return from the conclave the same officers and G. H. Niemeyer, New York, were enter. 
tained at Salt Lake City on Feb. 25; at Denver on Feb. 27; at Kansas City on Feb. 28; at St. Louis, 
Mo., on March |, and at Cleveland, Ohio, on the following day. Prominent retailers in each city 
assumed responsibility for the meetings in which much interest was manifest. 





lic—and reasonable in price. Eye appeal 
sells 87 per cent of all the merchandise 
in America today. Then gold watches 
afford a golden opportunity again to at- 
tract the attention of the buying public 
to the jeweler.” 

“The watch can be a perfect machine 
when it leaves the factory and remain 
so until it reaches the hands of an in- 
competent workman, who, through lack 
of knowledge, can completely destroy in 
one minute, all of its time-keeping qual- 
ities and the confidence of its owner 
in watches in general,” said Harrison F. 
Babcock, Cleveland, O., president of the 
Horological Institute of America, who 
was one of the convention speakers. 

Emphasizing the importance of having 
properly qualified men for watch repair- 
ing, and the advantage of securing li- 
censing -laws in the various states for 
that reason, Mr. Babcock said, “There 
has always been a tendency to commer- 
cialize watch repair on a competitive 
price basis and this has brought about 
a marked decline in the confidence the 
public has placed in the ability of the 
horologist. State legislation will do much 
to restore this confidence by eliminating 
the unscrupulous workman. 

“The enactment of these laws is only 
one step toward the rehabilitation of the 
watch repair industry. The horologist, 
through education, must constantly im- 
prove himself to justify the state legis- 
lation in his behalf, for in the final anal- 
ysis, legislation must be beneficial to the 
public or it will fall of its own weight. 

“While state legislation and certifica- 
tion will go a long way toward eliminat- 
ing the incompetent workman, the young 
man must be encouraged to accept ho- 
rology as a profession and continue to 
improve himself, to the end that horol- 
ogy will advance. This the H.I.A. is 
doing through its Board of Awards, and 
a further expansion of this program is 
contemplated.” 

The story of the cooperative advertis- 
ing project of the Milwaukee R.J.A. was 
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related by Henry Rank, of Rank & Mot- 
teram, Milwaukee. 

Paul Monohon, of Krementz & Co, 
Newark, N. J., manufacturing jewelers, 
made the long trip to the Pacific Coast 
to give of his wealth of knowledge on all 
phases of jewelry and silverware selling 
at the popular breakfast conferences 
which he conducted. 

A paper entitled, “The Outlook for 
the Jeweler,” prepared by N. H. 
Engle, assistant director of the Bureau 
of Foreign and Domestic Commerce, was 
read by Dr. Wilford White. 

Discussion on the floor following the 
report of William G. Thurber, Provi- 
dence, R. I., chairman of the ANRJA 
silver committee, showed an evenly di- 
vided opinion as to the advisability of 
having flatware come factory-packed in 
sets of four or eight, rather than the 
prevailing sets of six. Alvin Magnon 
suggested the committee consider the ad- 
visability of requesting the silver manu- 
facturers to pack flatware in flannel 
rolls, and to have the price of the roll in- 
cluded in the retail price. 

Fully half of the convention time of 
the Horological Association of Califor- 
nia was taken up with consideration of 
bills pending in the legislature, and in 
trying to reconcile the differences exist- 
ing between this association and the 
retail jewelers. 

A number of well-planned social ac- 
tivities rounded out the convention. In 
a golf tournament the North team won 
a large pennant with a low net average 
of 75 against a 76 by the South team. 

The hard-working local committee, 
which made possible the successful con- 
vention, was composed of Stanley A. 
Pope, general chairman; Mr. Cowan, 
vice-chairman; Budd Rosenberg, secre- 
tary; A. A. Colvin, treasurer; Mr. Dib- 
bern, executive secretary; H. A. Stabler, 
recording secretary. Others on the exec- 
utive board were Albert S. Samuels, 
chairman; P. A. Rowe, W. M. Morrison, 
R. W. Rinehart, and W. R. Burke. 
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N.A.C.J. Decides 
To Meet in Chicago 
Sept. 17 Thru 20 


It was announced late last month that 
the National Association of Credit Jewel- 
ers will hold its annual convention at 
the Sherman Hotel, Chicago, Sept. 17 to 
20. Beginning on a Sunday, the sessions 
will last through Wednesday and not 
until Thursday as last year. 

N.A.C.J. was organized 12 years ago 
at Detroit. Present officers are William 
Gibson, Chicago, president; J. L. Freund 
of St. Louis, k. C. Maxwell of St. Joseph, 
Mo., and Edward Dockman of St. Paul, 
vice-presidents ; Saul N.  Hershberg, 
Rochester, N. Y., secretary; Lewis Litt, 
Chicago, treasurer, and J. Frank New- 
man, Chicago, executive secretary. 

Neither dates nor city for the forth- 
coming 32nd annual convention of the 
National Wholesale Jewelers Association 
have been set as yet, said George A. 
Fernley, Philadelphia, secretary. Mem- 
bers’ preference is said to favor Boston, 
over Chicago and Providence. N.W.J.A. 
met last June at Chicago. 

N.W.J.A. officers are: Arthur Man- 
heimer, Chicago, president; Lloyd G. 
Pattee of Minneapolis, Harold Alberts 
of Boston and Arthur P. Care of Los 
Angeles, vice-presidents; and Joseph B. 
Bechtel, treasurer; Mr. Fernley, secre- 
tary, and H. R. Rinehart, assistant sec- 
retary, all of Philadelphia. 





DULUTH WATCHMAKERS FOR LICENSES 


DututH, Minn.—At a recent meeting 
of the Duluth Master Watchmakers’ As- 
sociation, the members voted their ap- 
proval of a bill now before the state 
legislature, regulating the watchmakers’ 
trade in Minnesota. Announcement was 
made also that affiliation has been com- 
pleted with the Minnesota Master Watch- 
makers’ Association. Both groups were 
only recently formed. 

Officers elected by the Duluth associa- 
tion were A. William Skogg, president; 
Tomas M. Schellinger, vice-president; 
Herbert W. Schmidt, secretary; J. Ar- 
nold Johnson, treasurer; O. M. Hopper, 
Walter Luck, Hjalmer Peterson, W. 
Luce and Rodney Schenk, executive com- 
mittee members, and Lou Kanter, ad- 
visor to the board of officers. 





WINSTON-SALEM CONVENTION 


Winston-Satem, N. C.— The North 
Carolina and Virginia Retail Jewelers 
Associations are completing their plans 
for another joint annual convention to 
be held April 23, 24 and 25, at the Robert 
E. Lee Hotel, this city. A larger at- 
tendance than ever is expected. 

The large ballroom of the hotel, which 
is 40 by 160 feet, and adjoining the main 
assembly room will be used. 





JEWELERS MEET MINERS 


Denver, Coto.—Professors and students 
from the Colorado School of Mines, Colo- 
rado College, Colorado Museum of Na- 
tural History and mining engineers filled 
the auditorium of the Denver Art College 
at a meeting of the Colorado Mineral 
Society, Feb. 3. Captain Ted Syman, 
Syman Bros. Jewelry Co., discussed gem- 
ology and introduced Harold Rosencrans, 
who talked on the polariscope; Richard 
Pearl, on the refractometer and Jack 
Tordoff, who spoke of specific gravity. 
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The accompanying map shows in per cent how independent jewelry store sales dur- 
ing January, 1939, compared with the business in January, 1938. The volume con- 
tinues 2 per cent below last year, for the second month in a row, but is only one- 
half of one per cent below the level of January, 1937. 

Eleven of the states for which jewelry sales data are available showed gains in 


jewelry sales over January, 1 


938. 


This is the first month in exactly one year that so 


many states registered gains over the corresponding month of the year before. 
Recovery in sales was most marked in the Northwest, where Oregon jewelers aver- 
aged 19.2 per cent better than last January, and Washington State jewelers registered 


an improvement of 17./ per cent. 


Betterment, was also general throughout the South 


Atlantic, East South Central, and West North Central areas. 

The selling stimulus of the Golden Gate Exposition showed in San Francisco, where 
jewelers averaged nearly 6 per cent larger sales than in January, 1938. Declines of 
/1.5 per cent were found in Los Angeles and St. Louis and of 5.1 per cent in Chicago. 

These figures are based upon reports to the Current Statistical Service of the 
Bureau of Foreign and Domestic Commerce, Washington, D. C. Seven hundred and 


ninety nine stores reported. 


Their combined volume for January, 1939, was $2,014,847, 


aown 74.2 per cent from $7,800,628 in December, 1938, and down 2 per cent from 


$2.055 234 in January, 1938. 
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RETAIL JEWELRY STORE SALES 400 
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<a oer ssaserenes . —" been received on these shores from the 
, ee seers 10,737 publishers, Publicite Horlogere, 5 rue du 
Cultured or cultivated. ...... 25,167 Rhone, Geneva, Switzerland. This pocket- 
Other precious and semi- size guide is most valuable to those 
so ee. eae 14,383 dealing in imported watches, materials 
Cut, But wot set.cccee cecvee 282,347 and tools. 
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Howard L. Carpenter 
Elected President 
Of Board of Trade 


Provipence—Directors of the Jewelers 
Board of Trade at a meeting held here 
Feb. 16, elected Howard L. Carpenter, 
of the Albert Walker Co., to the presi- 
dency of that organization to succeed 
Frederick A. Ballou, Jr., of B. A. Bal- 
lou & Co., Inc., who held the presidency 
during the past three years. 

Other officers elected by the board in- 
cluded the following: first vice-president, 
Russell G. Scott, Reed & Barton Co., 
Taunton; second vice-president, Lester 
F. Morse, the Gorham Co.; secretary 
and treasurer, Horace M. Peck; assis- 


Howard L. Car- 
penter, new head 
of the Jewelers’ 
Board of Trade 





tant secretary and assistant treasurer, 
Robert C. Knox. Edgar E. Baker, of 
W. R. Cobb Co., Inc., and Royal J. 
Clegg, of Ostby & Barton Co., Inc., were 
added to the executive committee. The 
third member of that committee is Presi- 
dent Carpenter. Earl H. Ashley, of 
E. H. Ashley & Co., Inc., was added to 
the board of directors. 

At a previous meeting on Jan. 27 of 
the entire membership of the Board of 
Trade Mr. Ballou, the retiring president, 
submitted his annual report, noting that 
there had been a noticeable increase in 
the amount of business placed with the 
board for collection and that an increase 
in the number of failures during the year 
from 146 in 1937 to 251 in 1938 had re- 
sulted in the appointment of 29 adjust- 
ment committees. The manner in which 
these committees functioned, he said, 
substantiates the long-standing policy of 
the board that this method of handling 
adjustments is the most efficient, eco- 
nomical and satisfactory. 

The board issued the following table 
on financial embarrassments during the 
year 1938: 


Number Liabilities 

Retail jewelers .... 127 $1,206,100 
Installment jewelers 47 949,400 
Repairers ......... 13 ,300 
Wholesalers ....... 36 1,070,900 
Manufacturers .... 28 605,400 
| Eee 251 $3,868,100 


“During the year the work of the 
Jewelers’ Publicity Committee was en- 
dorsed,” Mr. Ballou reported, “and I 
would like to make an earnest plea that 
all in the jewelry industry give adequate 
support to this movement. Unless this 
is done this important and worthwhile 
activity may have to be seriously cur- 
tailed. 

“Business in the industry was not 
brisk during the early months of the 
year, but jewelers enjoyed substantial 





improvement during the fall. Inven- 
tories are in most cases low and the out- 
look at the beginning of 1939 appears 
to be better than at any similar period 
since 1929.” 

The following directors were elected 
to serve for a period of three years: 

Frederick A. Ballou, Jr., B. A. Ballou 
Co., Inc.; Royal J. Gregg, Ostby & Bar- 
ton Co., Inc.; George A. Ingleby, Had- 
ley Co. Inc.; Ellis W. MacdAllister, 
Harvey & Otis, Inc.; Archibald Silver- 
man, Silverman Bros., all of Providence; 
Alexander E. Arnstein, Arnstein Bros. 
& Co., and Henry Jacobson, Jacobson 
Bros., of New York; Lewis W. Gibbons, 
Fulmer & Gibbons, Inc., Philadelphia; 
Russell G. Scott, Reed & Barton Corp., 
Taunton, and Lester S. Wall, R. Black- 
ington & Co., North Attleboro. 





The above directors together with the 
following comprise the entire board for 
the current year: 

J. Stafford Allen, John F. Allen & 
Son, Inc.; Edgar E. Baker, W. R. Cobb 
Co; President Carpenter; Frank 
Child, A. T. Wall Co., Inc.; Edgar 4 
Docherty, William C. Greene Co., Inc.. 
Arthur Kaplan, Louis Stern Co., Inc. 
Lester F. Morse, The Gorham Co., and 
Vincent Sorrentino, Uncas Mfg. Co, 
Inc., all of Providence; Lawrence E 
Baer, Swank Products, Inc.; Joseph Fin- 
berg, Finberg Mfg. Co., and Frank J. 
Rider, Walter E. Hayward Co., Attle- 
boro; Edwin H. Cummings, Jr., General 
Chain Co., North Attleboro; Albert R. 
Levy, England, Klein & Levy, Inc., and 
Herbert Ollendorff, Ollendorff Watch 
Co., Inc., New York City; Jared E, Al- 





Research Division of GOLD FILLED an 
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From highways to bracelets 
sounds like a far cry. But it 
isn’t. For mighty steam roll- 
ers make road surfaces hard, 
compact, fit for the grind of 
traffic. And in much the same 
way a similar rolling process 
gives the sleek, brilliant surfaces of Gold Filled 
and Rolled Gold Plate jewelry the highest resis- 
tance to wear. 


It’s this rolling process that makes Gold Filled 
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jen, Oneida, Ltd., Oneida, N. Y.; Sydney 
Yy, Ball, The Ball Co., Inc., Chicago; 
John M. Biggins, Elgin National Watch 
Co., Elgin, Ill.; A. A. Faatz, Krementz 
& Co., Inc., Newark; W. Waters Schwab, 
J. R..Wood & Sons, Inc., Brooklyn, and 
George L. Stringer, International Silver 
Co., Meriden, Conn. 





F. T. C. Prohibits Misleading 
Marks on Fountain Pen Points 


Wasnincton— The [Federal Trade 
Commission has issued an order requir- 
ing Argo Pen-Pencil Co., Inc, 220 
Broadway, New York, and Harry Sach- 
noff, to discontinue misleading repre- 
sentations in the sale of fountain pens 
and pen points in interstate commerce. 





The respondents are directed to cease 
and desist from representing, through 
use of brands or markings containing 
the letters “K” or “Kt”, alone or with 
other letters, figures or designs indica- 
tive of gold karat fineness, that their 
plated fountain pen points or nibs are 
gold of any specified karat fineness. 

The order also prohibits the use of 
brands or marks containing the letters 
“K” or “Kt” in connection with words 
indicative of gold plating on their pen 
points, unless such words appear in im- 
mediate conjunction with the letters “K” 
or “Kt” in equally conspicuous type and 
are located so that they will not escape 
notice. 

Findings are that on their pen points 
the respondents stamped the words 
“gold plate” below and at such a dis- 





— 





So 
~ 
- 
- 





and Rolled Gold Plate different from ordinary 
plate. For it starts with actual layers of karat 
gold, placed over the base alloy. This com- 
bination of metals is then rolled under heat 
and pressure — rolled repeatedly to make the 
3 surface hard, close-grained — to make it wear 
longer. Electroplating has no part in this 
process, 


To you, this means just one thing: you can 
put your personal unqualified guarantee be- 
hind every piece of Gold Filled jewelry and 
assure your customers that jewelry made of 
Rolled Gold Plate gives them the most for 
their money. And you can always rely on it to 
make your word good, and bring your cus- 
tomers back to your store again and again. 


NEADQUARTERS .- 
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With Plated Jewelry? 





** PROVIDENCE ees 





What is Gold Filled and Rolled 
Gold Plate? 


For either product, 10k or higher gold must 
be used, to conform to US Commercial 
Standard No. CS47-34 (except watch cases, 
made to special standard). In qualities of 
1-20th and more it is called Gold Filled. 
Lower than 1-20th it is called Rolled Gold 
Plate. Make sure your jewelry is made in 


accordance with this U. S. Commercial 
Standard, thereby protecting yourself and 
your customers — insist on a written 
guarantee from your supplier. 


HARD COMPACT LAYER NON PRECIOUS 
OF KARAT GOLD BASE METAL 
HARD COMPACT LAYER) 
OF KARAT GOLD 














ROLLED GOLD PLATE manuracturers 


RHODE ISLAND 
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tance from the legend “14Kt” that when 
the points were inserted in the barrel 
of the pens the words “gold plate” were 
almost completely obscured and there 
appeared only the legend “Durium 14K” 
and “Duripoint 14Kt”, imitating the 
stamping on gold pen points of 14 karat 
fineness. This was found to convey the 
impression that the respondents’ prod- 
ucts were composed of gold or gold alloy 
of that fineness, when in fact such points 
were made of stainless steel thinly gold- 
plated. 





Automatic Chain Co. 
Signs F.T.C. Stipulation 


Automatic Chain Co., 116 Chestnut 
Street, Providence, R. I., jewelry manu- 
facturer, has entered into a stipulation 
with the Federal Trade Commission to 
discontinue certain misleading represen- 
tations in the sale of its products. 

In its advertising matter or as a stamp, 
marking or label for neck chains or other 
articles, the respondent agrees to cease 
using the term “12Kt 1/20,” either alone 
or in connection with the words “gold 
filled,” or otherwise, when in fact the 
gold content of such mounting is other 
than 25/1000 fine gold or better. 

The respondent also agrees to stop 
using the term “14K 1/10,” either alone 
or in connection with the words “gold 
filled” or otherwise, when in fact the gold 
content of the articles so described is not 
14K 1/10 or better and does not assay 
at least 52.5/1000 fine gold throughout. 

The stipulation points out that in the 
jewelry trade the mark “12Kt 1/20” is 
understood to mean that one-twentieth 
by weight of the entire article is 12- 
karat gold, or that, on a fractional basis, 
the gold content is 25/1000 fine gold. 
The mark “14K 1/10” means that one- 
tenth by weight of the entire article is 
14-karat gold, or, on a fractional basis. 
58.3/1000. Allowing for a 10 per cent 
tolerance, an article so marked is deemed 
misbranded which does not have an ac- 
tual fine gold content of 52.5/1000. 

The respondent company stipulates 
that it will stop guaranteeing or other- 
wise representing that an article is gold 
filled or otherwise in strict accordance 
with the commercial standards issued by 
the United States Department of Com- 
merce and approved by the American 
Standards Association, when such is not 
a fact. 





Loren Murchison Co., Newark, 
Signs Stipulation With F. T. C. 


Wasuincton— The Federal Trade 
Commission last month accepted a stipu- 
lation from Loren Murchison Co., Inc., 
40 Clinton St., Newark, N. J., a corpora- 
tion jobber of school jewelry, medals 
and trophies, that it will cease the prac- 
tice of exhibiting, through its authorized 
agents or otherwise, rings of 10K solid 
gold and at the same time representing 
that it will deliver rings as ordered ac- 
cording to sample, when such agreement 
is not performed. 

The respondent also stipulated that it 
will discontinue representing that a ring 
offered for sale is solid gold or of 10K 
quality, when in fact the ring delivered 
to the purchaser has but a shell of gold 
enclosing a core of base metal or is not 
composed throughout of a gold alloy of 
10K fineness or better. The respondent 
also agreed to stop representing itself 
to be a manufacturer of rings or other 
merchandise when such is not a fact. 








Boston Jewelers’ Banquet Maintains Record of Last Year’s Golden Jubilee 





"All right, folks... 


everybody look towards the camera .. 


. hold it! That's fine!" Thus 600 members and guests paused 


during their first course to preserve for posterity this scene of the Boston Jewelers’ Club's 51st annual dinner at the Cop- 
ley Plaza Hotel. Many different states were represented at the gathering. 


Bosron—After the high pitch of en- 
thusiasm and attendance occasioned by the 
50 year anniversary golden jubilee ban- 
quet of the Boston Jewelers Club, a 
year ago, it might reasonably have been 
expected that 1939 would see a little 
letting down. Apparently, however, the 
gala anniversary of last year, instead 
of being only a temporary stimulant, 
has acted as a more permanent inspira- 
tion. 

At any rate, the 51st annual banquet 
which was held at the Copley Plaza in 
Boston, Saturday evening, Feb. 4, was 
fully up to the splendid event of last 
year from every point of view. 

More than 600 members and guests 
attended the event, which was graced by 
the presence of many notables, includ- 
ing Governor Leverett Saltonstall of 
Massachusetts, Mayor Maurice J. Tobin 
of Boston, and several high ranking of- 
ficers of the U. S. Navy and Army. 

Following the traditional custom of 
the Boston Jewelers Club banquets, 
Bartley J. Doyle acted in his usual ca- 
pacity of toastmaster, introducing vari- 
ous prominent guests. Speechmaking, 
however, was confined to a minimum, 
Governor Saltonstall in just a few brief 
sentences expressing his pleasure at be- 


Tek Boston stwe 
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The souvenir—this new Waltham ladies’ 
wrist watch with 17 jewel round movement. 











ing able to attend although his visit 
lasted for only a part of the affair, and 
expressing his thanks for the handsome 
souvenir of the occasion. 

This souvenir, which was distributed 
to all attending the banquet after the 
close of the dinner, consisted of a beau- 
tiful new model lady’s wrist watch just 
created by the Waltham Watch Co., 
and of which this was the first public 
showing. 

The watch is a small round model, 63, 
ligne, with 17-jeweled movement with 
case of rolled gold plate in attractive 
design in the modern manner. 

Following the serving of an excellent 
dinner, an elaborate and enjoyable en- 
tertainment program was staged under 
the title, “Around the World in Enter- 
tainment with the Boston Jewelers 
Club,” with dances and songs depicting 
Paris, Hungary, Africa, New York, 
New Orleans and Boston. The entertain- 
ment was under the direction of Lou 
Walters, with music supplied by the 
Copley Plaza Orchestra led by W. Ed- 
gar Boyle. 

To the members of the various com- 
mittees in charge of the banquet, com- 
pliments and congratulations are due 
for the successful staging of one of the 
outstanding affairs of the winter season, 
and the Boston Jewelers Club, as a 
whole, is to be congratulated on the en- 
terprise and goodfellowship manifested 
throughout the entire organization. 

Present officers of the club are Henry 
R. Arnold, president; Arthur M. Horne, 
vice-president; Albert R. Kerr, secre- 
tary-treasurer, and the directors include 
in addition to the officers the following: 
William L. Stone, Carl F. Lawton, How- 
ard A. Martin, L. Blaine Libbey, Law- 
rence F. Percival, Jr., and John S. 
Kennard. 





TULSA HOROLOGISTS ELECT 

Tursa, Oxia.— George A. Sloan has 
been named new head of the Tulsa guild 
of the Oklahoma Horological Association. 
Other officers of the new permanent or- 
ganization are John T. Mills, vice-presi- 
dent; Forest D. Wells, treasurer, and 
Frank V. Trapp, secretary. 
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U. H. A. Secretary Entertains 
H. |. A. President; Latter Talks 
At Denver Watchmakers' Meeting 


Denver, Coro.—The desirability of 
having the Certified Watchmaker exam- 
ination of the Horological Institute of 
America recognized as a uniform stand- 
ard for certification throughout the 
country, was stressed by H.I.A. Presi- 
dent Harrison F. Babcock, Cleveland, 
O., in an address before the Master 
Watchmakers’ Association of Colorado, 
at a dinner Feb. 13, at the Shirley- 
Savoy hotel. 

“A distinct advantage to the watch- 
maker in those states which are consider- 
ing watchmaker licensing bills would 
be a reciprocal clause, giving the exam- 
ining board discretionary power to rec- 
ognize the licenses of other states as 
well as the Certified Watchmaker cer- 
tificate of H.I.A.,” said Mr. Babcock. 
“Recognition of H.I.A. certificates would 
make for a general uniformity of exam- 
ination as the requirements are adequate 
for a high standard of workmanship and 
there are Certified Watchmakers in 
every state.” 

Upon his arrival in Denver Feb. 12, 
Mr. Babcock was motored to “the top 
of the world,” Berthoud Pass, where he 
enjoyed watching winter sports. Later 
he was the dinner guest at the home of 
Orville R. Hagans, national secretary of 
the United Horological Association. He 
spent some time in inspecting U.H.A.’s 
administrative work and facilities. 





TOUGH LUCK FOR THIEVES 

Omana, Nes.—Smith & Co., jewelers, 
got a lot of publicity and escaped finan- 
cial loss when thieves one night recently 
smashed a $500 invisible glass window 
and removed a diamond-platinum ring 
and the model of a woman’s hand on 
which it was displayed. 

This was because: (1) The window 
was covered by insurance, (2) the dia- 
mond was loosely placed in the mounting 
and fell from the thieves’ hands into the 
snow, where it was recovered next day, 
and (3) the model hand was also found 
later. 
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Many Legislatures 
Consider Bills To 


License Horology 


Jewelers of 43 states last month were 
closely watching state capitols as law- 
makers shuffled bills vitally affecting 
their business through legislative mills, 
and February’s end found proposals 
still being dumped into legislative hop- 

rs in large numbers and in most 
states. , 

Jewelers this year, more than in any 
previous legislative year, are going be- 
fore state legislatures with bills designed 
to protect their interests and the inter- 
ests of their customers by curbing un- 
ethical practices of the small minority. 
Among them are watchmakers licensing 
measures, lien laws, auction regulatory 
pills and measures governing advertising 
and sale of second-hand watches. 

Retailers, who are united in practi- 
cally all states against state wage-hour 
acts that would extend the provisions of 
the National Fair Labor Standards Act 
of 1938 to retail trade and other intra- 
state business, have taken some encour- 
agement in defeat of such proposals in 
Montana and Wyoming and the indi- 
cated death of an Indiana bill. 

Alabama, with approval of a fair 
trade bill given by both branches of the 
legislature, will apparently join the 
great majority of states with laws per- 
mitting manufacturers of trade-marked 
products to set minimum resale prices. 
In Missouri, however, legislative observ- 
ers predicted defeat for a similar bill, 
while efforts to bring Delaware, Texas 
and Vermont under the fair trade ban- 
ner were still in doubt. 

Space does not permit a detailed dis- 
cussion or mention of individual pro- 
posals affecting the jewelry trade as a 
branch of retailing except where mea- 
sures have already been subjected to a 
test vote that may indicate their passage 
or rejection. Such measures, along with 
bills of particular and special interest 
to jewelers, are covered in the following 
state-by-state summary: 


Alabama—Besides action on the fair 
trade bill, the legislature re-enacted and 
made permanent the state 2 per cent 
sales tax. 

Colorado—A watchmakers’ 
bill has been introduced. 

Connecticut—A watchmakers’ licens- 
ing bill sponsored by the state horo- 
logical association. 


Illinois—Bills in the house would pro- 
vide watchmakers’ registration, and 
would strengthen the pawnbroker’s act. 

Indiana—A house bill would establish 
a board of examiners in watchmaking 
with power to examine and register ap- 
plicants and power to supervise the 
watchmakers’ trade. The board would 
have five members appointed by the gov- 
ernor and a _ secretary whose salary 
would be $2,400 a year. Board members 
would receive $10 for each day of ser- 
vice in addition to travel expense at 5 
cents a mile. Penalties for violation of 
the act would range from $25 to $100, 
supelsonanent from one to six months, or 
oth. 


Iowa—The Horological Association of 
Iowa, organized late last year, is leading 
the campaign for a watchmakers’ licens- 
ing law. 


licensing 
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Maine—The Maine Retail Jewelers 
Association is back of a proposed 
watchmakers’ licensing act. 


Massachusetts — The Massachusetts 
Guild of the United Horological Asso- 
ciation is sponsoring a watchmakers’ 
licensing bill. An amendment to the 
closing out sale law to give greater pro- 
tection to established merchants is be- 
ing sought. 

Michigan—A_ watchmakers’ 
tion bill will be introduced. 


Minnesota—A watchmakers’ licensing 
bill has been prepared for submission 
to the legislature. 

Nebraska—The Horological Associa- 
tion of Nebraska has caused to be intro- 
duced a bill to regulate the practice and 
teaching of horology, creating a state 
board of examiners for horologists in 
the department of labor. 


Nevada—aA senate bill proposed regis- 
tration of all trademarks on goods sold 
in the state at $5 each per year, with 
a penalty of giving permission to anyone 
else to use the trademark in the state. 

New Hampshire—Retailers are seek- 
ing legislation to control fake auctions. 


New Jersey—While a proposed sec- 
ond-hand watch law has been drafted 
by the New Jersey Retail Jewelers’ As- 
sociation, it had not been formally intro- 
duced up to Feb. 22. 

New York—The New York State 
Watchmakers’ Association is sponsoring 
a watchmakers’ licensing bill. 


North Dakota—Jewelers suffered their 
first major defeat at the hands of a 
state legislature when the North Dakota 
house last month indefinitely postponed 
a watchmakers’ licensing bill. 

Ohio—A_ watchmakers’ licensing Dill 
was introduced in the senate in early 
February by Senator Fred G. Reiners, 
Cincinnati. 

Oklahoma—The lower house has re- 
ceived a bill to create a state board of 
examiners in watchmaking. The Okla- 
homa R.J.A. is seeking legislation to 
require marking of second-hand jewelry 
offered for sale. 

Oregon—The Oregon R.J.A. is seeking 
a watchmakers’ license law, a _ second- 
hand watch law and a jewelers’ lien law. 
A licensing bill had been introduced in 
the house, while a second-hand watch 
law was in the senate. 

Rhode Island—The Horological Asso- 
ciation of Rhode Island is sponsoring a 
watchmakers’ licensing law. 

Tennessee—The Tennessee Watch- 
makers’ and Jewelers’ Association is 
sponsoring a watchmakers’ licensing law. 


registra- 


T'exas—The Texas R.J.A. is consider- 
ing sponsoring a second-hand watch law 
and is supporting other trade groups 
seeking passage of a fair trade law. The 
organization is also fighting amendments 
to the optometry law which seek to pro- 
hibit operation of optometry depart- 
ments in jewelry stores. 

Washington—A_ second-hand’ watch 
bill was introduced in the senate Feb. 
9 and referred to the committee on com- 
merce and manufacturing. 

West Virginia—A bill to require per- 
sons selling second-hand watches to keep 
a record of sales has been introduced in 
the house. 

Wisconsin—A bill to strengthen the 
jewelry auction sales law was introduced 
in the senate Feb. 17 and referred to 
the judiciary committee. 
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BATES 


Man (cure 
Giff Ideas 


WITH “JEWEL-APPEAL”’ 


a Gift for Men... 


Stunning new Pocket File de- 
signed by Barbara Bates. . . 
exquisitely suitable at this 
moment for Easter - giving 
and later, for all the many 
gift occasions throughout the 
Etched for 
gramming. In sterling silver 
... to retail at $1.50; rolled 
gold, $2.50. 


year. mono- 





the Reticule bes 


handsome carry-all for the 
three 
manicure essentials . 


most constantly-used 
. ex- 
quisitely turned and exclu- 
sive. In royal blue, bur- 
gundy, green crimson... in 
moire or leatherette case. 
Retail price, $1.50. In 18 


karat gold plate accessories, 


$2.00. 


C yY Bakes ¢ SON 
565 Fifth Ave., New York 


Chester, Conn. 
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Superior Gem Co. 


Incorporated 


Cutters & Importers 
of 
Precious & Semi-Precious 
Stones 


22 West 48th Street 


New York City 











Calendar of Coming Events 


Parker House 


MAY 


26 Massachusetts-Rhode Island R.J.A. 


MARCH 
4-8 Denver Gift Show Albany Hotel Denver 
9 Jewelers Fraternal Assn. Annual 9 Maiden Lane New York 
. Meeting 
Associated Credit Jewelers Banquet Waldorf-Astoria New York 
10 Maiden Lane Outing Club Annual 9 Maiden Lane hee York 
Meeting 
6-10 Boston Gift Show Statler Hotel Boston 
20-24 Philadelphia Gift Show Benj. Franklin Hotel Philadelphia 
27-28 Texas R.J.A. Hotel Adolphus Dallas 
APRIL 
2-3. Nebraska R.J.A. Hotel Fontenelle Omaha 
9-10 Oklahoma R.J.A. Skirvin Hotel Oklahoma City 
16 Ohio Watchmakers Association Cincinnati 
16-17. N. Y¥. State Watchmakers Assn. - Hotel Powers Rochester 
16-17. Missouri R.J.A. Jefferson City 
16-17 South Carolina R.J.A. Anderson 
16-18 Eastern-Southeastern A.G.S. Conclave Copley Plaza Hotel Boston 


23-25 Michigan R.J.A. Hotel Rowe Grand Rapids 

23-25 Central-South Central A.G.S. Stevens Hotel hicago 
Conclave 

23-25 North Carolina-Virginia R.J.A. Robert E. Lee Hotel Winston-Salem 


Boston 








Jewelers 





1-2 Illinois R.J.A. Hotel Kaskaskia LaSalle 
1-2. Wisconsin R.J.A. Hotel Schroeder Milwaukee 
7-8 Md.-Del.-D.C. J.A. Lord Baltimore Hotel Baltimore 
7-9 Tennessee Watchmakers & Jewelers Nashville 
Assn. 
14-17. United Horological Association Roosevelt Hotel Pittsburgh 
21-23 Horological Institute of America Washington 
22-23 New York R.J.A. Hotel Syracuse Syracuse 
JUNE 
5 Maine R.J.A. Portland 
27-28 New Hampshire R.J.A. Wentworth-by-tne-Sea Portsmouth 
AUGUST 
28-Sept. | American National Retail Jewel- Waldorf-Astoria New York 
ers Association 
SEPTEMBER 
17-20 National Association of Credit Hotel Sherman Chicago 








Big Victory For 
Fair Trade Is Won 
By Oneida in N. z. 


Successfully climaxing a legal battle 
of more than a year’s duration, Oneida, 
Ltd., of Oneida, N. Y., has obtained a 
permanent injunction from Justice Louis 
A. Valente in New York County against 
Macher Watch Co., Inc., and Caroline 
R. Macher, doing business under the 
name Wholesale Watch and Jewelry Co., 
both of 15 Maiden Lane, New York, 
ordering them not to sell Community 
Plate or Tudor Plate at any future time 
at any price whatsoever. 

The judgment ordered: (1) that the 
defendant not sell these products “at 
prices below the minimum retail prices 
fixed by plaintiff in its contracts entered 
into pursuant to the provisions of the 
Fair Trade Act of New York State,” 
and (2) that the defendants not sell such 
silver-plated ware “at any prices at any 
time that a Fair Trade Act is in effect 
in New York State and said products 
are sold by plaintiff under said Fair 
Trade Act.” 

In addition to the injunction granted 
by Justice Valente, a similar permanent 
injunction was obtained in the Supreme 
Court of Madison County. An injunc- 
tion in the home county of the manufac- 
turer establishes a new procedure which 
permits quicker action against price- 
cutters. 

Oneida, Ltd., struck further telling 
blows for price maintenance. E. F. 
Kitendaugh, manager of Oneida’s legal 
department, who has also been battling 
price-cutters in Chicago and San Fran- 
cisco, obtained two agreements from the 
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Macher Watch Co., Inc., and the Whole- 
sale Watch and Jewelry Co., which pro- 
vide, among other things, that: 

“All discount cards, circulars, cata- 
logs and other printed matter listing 
Community Plate or Tudor Plate now on 
hand shall be immediately destroyed [by 
the defendants] unless other disposition 
is okayed by Oneida.” 

The agreements further restrained the 
defendants from joining other concerns, 
corporations or partnerships to sell, or 
offer for sale, Community Plate and 
‘Tudor Plate. 

It was in January, 1938, that Oneida 
applied in New York County for a tem- 
porary injunction restraining the com- 
panies from selling these wares at less 
than the established resale prices, but 
Justice Thomas F. Noonan last April 
denied the application on the defendants’ 
plea that the Fair Trade act could not 
cover merchandise purchased by them 
prior to Dec. 27, 1937, when Community 
and 'Tudor Plate contracts were signed 
in New York State under the Fair Trade 
Act. 

In September, 1938, Oneida won a 
temporary injunction restraining these 
firms from selling any of these wares, 
acquired after Dec. 27, 1937, below the 
minimum retail prices. When Oneida’s 
action for a permanent injunction came 
up for trial, instead of waiting for 
Oneida to go to court with witnesses, the 
defendants stipulated the facts and as- 
sented to a decree much stronger than 
the usual injunction. 





Ostby & Barton Co., Providence, R. I. 
announce that they have just been ap- 
pointed sole distributing agents for the 
Woods & Chatellier ring gauge which 
was described on page 85 of JEWELERS’ 
Crrcutar-Keystone for December 1938. 
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HAMILTON WATCH CO. REWARDS DISTINGUISHED SERVICE 


Scene when Hamilton Watch Co. inaugurated the annual Hamilton awards for distinguished service 
in the jewelry industry. W. Ross Atkinson, right, Hamilton director of sales and originator of the 
award plan, is shown presenting Hamilton Masterpiece pocket watches to the two men selected for 
outstanding service in 1938: Fred T. Cole, salesman for A. L. Brown Co., wholesale jewelers, New York, 
left, and William D. McNeil, center. Mr. McNeil last fall concluded six years of valiant effort as 
resident of A.N.R.J.A., during which he labored through trying N.R.A. days, and was also selected 
or his work as chairman of the popular and effective Jewelry Publicity Committee, which was organ- 
ized largely through his efforts. Mr. Cole was chosen for saving the lives of two drowning children at 
the risk of his own life, on May 25, 1938, when attracted to the edge of a canal near New Brunswick, 
N; J., by the cries of a hysterical child, he stopped his car and learned that two tots had waded into 
the canal beyond their depth. Hurtling into the water, fully clothed, Mr. Cole rescued the children 


after a struggle that taxed his strength. 


Each year, Hamilton will present awards to leader-heroes 


of the jewelry industry, chosen by a trade committee, on the basis of reports of outstanding, unselfish 

service and accomplishment submitted by wholesalers, retailers, travelers, and others in the trade. 

Also pictured are Lowell F. Halligan, second from left, director of sales research, and John Hall, 
second from right, New York sales manager, Hamilton Watch Co. 








McGreevy to Chicago 
For Ostby & Barton Co. 


William H. McGreevy, who for the 
past several years has been in charge of 
the Cincinnati office of Ostby & Barton 
Co. manufacturing jewelers, will move 
to Chicago and take over that office, from 
which point he will cover the Midwest, 
South and Northwest. Mr. McGreevy 
has been a member of the OB sales 
force for about ten years and until two 
years ago, when he went to Cincinnati, 
worked out of Chicago. 

Harold I. Riley is taking Mr. Mc- 
Greevy’s place covering the Central and 
Kastern territories, working out of Cin- 
cinnati. This is the same area he covered 
until six years ago. Mr. Riley has been 
with the firm for 21 years, the last 12 of 
= he has been a member of the sales 
orce. 


WILLIAM A. SCHLOSSMAN 


Cuicaco—William A. Schlossman, 67, 
died at his home in Chicago, Feb. 23, 
after an illness of several weeks. 

Mr. Schlossman had represented Goud- 
vis Bros, New York, in this territory 
for many years. For the past 15 years 
he has been an active member of the 
good and welfare committee of the Chi- 
cago Jewelers Association and chairman 
of the committee for nearly ten years, 
and in this capacity gave unselfishly and 
freely of his time and efforts in behalf 
of the jewelers of Chicago and the entire 
trade. 

On Jan. 21 the association presented 
him with a chest of sterling silver table- 
ware and coffee set in appreciation of 
his faithful and efficient service in help- 
ing solve crimes against the trade and 
prosecuting offenders. He is survived 
by his widow and a son, William A., Jr. 
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OBITUARIES 


Grorce T. Bropnax, 39, president of 
the Memphis, Tenn., jewelry store bear- 
ing his name, died suddenly, Feb. 4, at 
his home. Mr. Brodnax had been in ill 
health and in a state of extreme ner- 
vousness for two years. He was the son 
of the late George T. Brodnax, founder 
in 1897 of the jewelry firm. During the 
World War he was a first lieutenant. 
Besides his mother he is survived by his 
grandmother and two sisters. 


Cuartes Futrorp, 76, who came of a 
long line of silversmiths and was the son 
of the late Charles Fulford who came 
from Birmingham, England, to create 
and take charge of a department for the 
Gorham Mfg. Co., Providence, died Feb. 
14, at Concord, N. H 


Auten Barcer, Jr., 57, Peekskill, N. 
Y., jeweler, died Feb. 4. He was for- 
merly a village trustee, a town auditor 
and registrar. 


Ernest Brock, 78, who was one of the 
best known salesmen dealing with the 
wholesale trade, and one of the most 
highly regarded, died in New York, Jan. 
14, after a brief illness. Mr. Block en- 
tered the trade as an errand boy for 
Adolph Schwab & Co. He later repre- 
sented New York houses throughout the 
Middle West, South and Pacific Coast. 
He had his Chicago headquarters until 
seven years ago, when he went to New 
York to be near his two daughters and 
a son. 


Bensamin D. Howes, 70, senior mem- 
ber of the firm of B. D. Howes & Son, 
527 W. 7th St., Los Angeles, died Jan. 
19 at his home. Mr. Howes, who had 
been in the jewelry business for 52 years, 
was regarded as an authority on pearls. 
He was the father of Durward Howes, 
former president of the U. S. Jr. Chamber 
of Commerce. 
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Souvenir 


Spoons 
OFFICIALLY APPROVED 


The World’s Fair will accelerate the 
fast-growing fad for collecting souve- 
nirs. Cash in, with Inman approved 
World’s Fair 1939 Sterling Spoons, 
and other useful items. Inman Spoons 
are made in several sizes, retailing from 
75c to $2.50. Available direct from 
the maker—a specialist in the manufac- 
ture of fine Sterling souvenir spoons 
and jewelry for over 50 years. 

Our long experience in planning a souvenir for 


any locality is at your command. Samples and 
designs on approval. 


No. 5096 


No. 6040 








We also make officially approved World’s 
Fair 1939 items as follows: 


Rings Key Chains 
Bracelets Letter Openers 
Brooches Bag Tags 
Charms Clips 

Lockets Spoons 


Samples to Rated Jewelers 


J.T. INMAN & CO. 


ATTLEBORO, MASS., U.S.A. 











U.S. Should Throw Out ‘Isms,’ Johnson Says at N.E.M.J.& S.A. Dinner 


Provinence—It seemed like old times 
when the members and guests of the 
New England Manufacturing Jewelers 
and Silversmiths Association got to- 
gether for the annual banquet at the 
Providence Biltmore Hotel on Saturday, 
Feb. 11. Attendance was in the neigh- 
borhood of 500 persons, which number 
has been exceeded in only a few scat- 
tered instances in the 51 years in which 
the banquet has been held. 

The principal speaker of the evening 
was Gen. Hugh S. Johnson, former head 
of the NRA, who argued that the Ad- 
ministration’s “half-socialistic, half-capi- 
talistic effort to mix two antagonistic 
theories” has removed or dampened the 
dynamo of individual initiative for the 
hope of gain, and that “timid money, 
now hiding in a million cautious holes” 
would be released in boom proportions 
if the Administration would convince the 
country that the American government 
has decided to stick to an American eco- 
nomic system, to throw all European 
isms out the window, and to return to 
the faith of its fathers. 

Discussing the extent to which Ameri- 
can industry was regimented during the 
World War and forecasting what would 
happen in another similar situation, Gen- 
eral Johnson said: “I don’t know how 
many of you recall the extent to which 
your industry was recruited. But I re- 
member very well that we had to have 
many of your materials and much of 
your services—especially platinum and 
optical glass, and we got them. ... In 
any new war this will have to be done 
to an even greater extent ... you will 
have no more independence than a cog 
wheel in a threshing machine. There is 
no way of escaping this. It is all defi- 
nitely prescribed in a bill—the May bill 
—now pending before Congress. That 
bill under the constitutional fiction of 
the war powers of the President makes 
the executive—whoever he may be—a 
dictator more absolute than any Duce 
or Fuehrer in Europe.” 

He said that he did not quarrel with 
that principle but that this nation should 
proceed with care on such legislation, be- 
cause the extraordinary powers given 
might be abused and because of the un- 
willingness of the Administration to give 
up any of the emergency powers that 
were granted to it during the depres- 
sion years. 

Questions asked by the members dur- 
ing the forum period varied from those 
pertaining to the nation’s foreign policy 
to those regarding the prospects for a 
third term for President Roosevelt. 
Asked regarding the outlook for a move- 
ment of industry from the South to the 
North if wage and hour differentials 
were not provided, General Johnson said 
he saw “serious danger” of just such a 
movement. In answer to another ques- 
tion he discussed the workings of the 
NRA and the setting up of the code for 
the jewelry industry. Smiling, he said 
that he understood that many of those 
present at the banquet would not be 
averse to the return of the code, under 
which the industry made good progress. 

James V. Toner, of the Boston Edi- 
son Co. and a former president of the 
jewelers association, acted as toastmas- 
ter for the evening. He introduced Gov. 
William H. Vanderbilt of Rhode Island, 
Mayors John F. Collins and John W. 
McIntyre of Providence and Attleboro, 
respectively, and Rep. Harry Sandager 





Talking things over be- 
fore dinner at the Provi- 
dence Biltmore Hotel, 
Gen. Hugh S. Johnson, 
left, and Willard A. 
Ormsbee, president of 
the N.E.M.J. & S.A. 


of Rhode Island, each of whom gave a 
short address. 

Seated at the head table in addition 
to the above were John H. Peterson, 
president of the Massachusetts and 
Rhode Island Retail Jewelers Associa- 
tion; Albert R. Kerr, secretary of the 
Boston Jewelers Club; Albert R. Plant, 
head of the Providence Chamber of 
Commerce; William T. Chase, a past 
president of the association; Rabbi 
Schussheim, who pronounced the invoca- 
tion; Willard A. Ormsbee, president of 
the New England Manufacturing Jewel- 
ers & Silversmiths Association ; Frederick 
A. Ballou, Jr., then head of the Jewelers 
Board of Trade; Dr. Royal B. Farnum, 
executive vice-president of the Rhode 
Island School of Design; Col. Arthur 
Ashworth, representing the Sterling Sil- 
versmiths Guild of America; Daniel 
Price, president of the Jewelers 24 
Karat Club of New York; Charles T. 
Evans, secretary of the American Na- 
tional Retail Jewelers Association; 
Ralph L. Griffith, chairman of the ban- 
quet committee, and Edward O. Otis, 
Jr., executive secretary of the associa- 
tion. 


Machine Chain Makers Organize 
For Research Work and To Raise 
Ethical Standards of Industry 


ProvimeNce—The Machine Chain Man- 
ufacturers Association has been formed 
in this city by the following companies: 
Armbrust Chain Co., Inc., Automatic 
Chain Co., Inc., American Jewelry Chain 
Co., Inc., Concord Mfg. Co., Excell Mfg. 
Co., Federal Chain Co, Fiske & Conroy 
Chain Mfg. Corp., Goldsmith Mfg. Co., 
Pilling Chain Co., Inc., Speidel Corp., 
all of Providence; M. S. Co., Inc., and 
Sweet Mfg. Co., Attleboro, and Univer- 
sal Chain Co., of Maplewood, N. J. The 
first of the association’s monthly meet- 
ings was held Feb. 1, following a lunch- 
eon at the Narragansett Hotel. 

The association lists its objectives: To 
exchange ideas to better conditions in the 
trade; to carry research work for the 
mutual benefit, protection and develop- 
ment of the interests of its members; to 
promote ethical practices and to use its 
influences in preventing questionable 
practices. 

The organization’s officers follow: 
Gottlob Armbrust, of Armbrust Chain 
Co., Inc., president; Herman Weinacker, 
of Universal Chain Co., vice-president; 
Howard Sweet, of Sweet Mfg. Co., trea- 
surer, and Henry Goeckel, of Pilling 
Chain Co., Inc., secretary. 
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Babcock and Newman Speakers 
At Annual Dinner of Indiana R. J. A. 


InpIANAPOLIS, INp.—Harrison F. Bab- 
cock, Cleveland, O., president of the 
Horological Institute of America, and 
J. Frank Newman, Chicago, secretary of 
the National Association of Credit 
Jewelers, were principal speakers at the 
annual mid-winter dinner of the Indiana 
R.J.A. held at the Washington Hotel, 
Feb. 10. 

Mr. Babcock endorsed the Indiana 
watchmaker licensing bill, House Bill 
181, which is now up for enactment, and 
termed it a model which might well be 
used in any other state He also dis- 
cussed the work of H.I.A., and empha- 
sized the necessity for watchmakers to 
“sell” their work to the public. 

Mr. Newman gave an interesting re- 
view of national legislation affecting 
jewelry interests, particularly “model” 
optometry and jewelry laws, Federal 
wage and hour legislation, and Federal 
Trade Commission rulings. He laid par- 
ticular stress upon the beneficial adver- 
tising campaign planned by the diamond 
interests to make the public more dia- 
mond conscious. 

Ralph Roessler, Marion, Ind., spoke 
on the subject of the state wage and 
hour legislation and the gross income 
tax of Indiana. Herman L. Lodde, man- 
aging director of the I.R.J.A., also told 
the status of several matters of legisla- 
tion in which the jewelers are interested 
—some 28 different bills. 

Robert Smiley, secretary of the 
Watchmakers Association of Indiana, 
and Edison Abbott, vice-president of the 
same organization, spoke on the licens- 
ing proposal. Irving Chayken, Ham- 
mond, Ind., president, was in charge of 
the program. 

A meeting of officers and directors will 
be held on or about March 10, at Ham- 
mond, to plan the 1939 convention. 





KINSMAN REELECTED TOWLE PRESIDENT 


Newsuryport, Mass.—William A. Kins- 
man was reelected president of Towle 
Mfg. Co. at a meeting of the directors 
after the annual meeting of the stock- 
holders at the company’s offices here 
Feb. 15. 

Others elected are: Harold E. Nock, 
Arthur L. Fuller and John S. O’Connell, 
vice-presidents; Jerome A. Hardy, sec- 
retary and treasurer, and, directors, 
Henry B. Trask, chairman; John 
Balch, Jr., Harry F. Cole, Ernest Foss, 
Arthur L. Hobson, Mr. Kinsman, George 
A. Learned, Mr. Nock, Henry M. Wil- 
liams and Mr. Hardy. 
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HERCULES 
FINDINGS 


SPRING RINGS 


SWIVELS 





Order Through Your Jobber 
Wevettvetaatt ase am oh 
| es Fae @) 5) B Dar. <a Oi OF 


535-559 W. S9th St., Chicago 











TAKING THE TOWN i 


“BY STORM: 


@ Thritling hurricane 
staged with rain and 
lightning ... glamorous 
native -girl floor show 

_ accompanied by melo- 
dious music from the 
famous Islands... all 
in an authentic tropical 
setting. Unique in New 
York! 


“The friendly hotel in 
New York” offers you 
a key to the city! Its 
convenient location in 
the heart of the Grand 
Central area makes the 
places you want to go 
easily accessible. 
Choice accommoda- 
tions . . . personalized 
service. 


HOTEL LEXINGTON, 


Lexington Avenue at 48th Street, New York 
Charles E. Rochester, ¥. P. & Managing Director 
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Diamond Buyer for Birks Stores 
Is First Canadian to Win 
Registered Jeweler Title 


The first Registered Jeweler title to go 
to a Canadian has been awarded by the 
American Gem Society to Lovell Baker, 
veteran diamond buyer for all Henry 
Birks & Sons Canadian firms. With this 
award the A.G.S. now has graduate 
members, Registered Jewelers or Certi- 
fied Jewelers throughout all English- 
speaking North America, as well as in 
Finland, South Africa, Mexico, Philip- 
pine Islands and India. 

Last Fall the Gemological Institute 
and the A.G.S. expanded to include 
Canadians in their memberships and 
Canadian jewelers accepted positions on 
their several boards. At the same time a 
Canadian was added to the A.G.S. head- 


| quarters staff. This year Canadian edu- 





cators will be invited to serve on the 
G.I.A. educational boards. 

Last June Birks-Bllis-Ryrie, of Tor- 
onto, became a sustaining member of 
G.I.A. and a similar affiliation was made 
in September by Henry Birks & Sons 
Ltd., Montreal; Henry Birks & Sons 
Ltd., Vancouver; Birks-Dingwall, Ltd., 
Winnipeg, Man.; Henry Birks & Sons, 
Ltd., Hamilton, Ont.; Henry Birks & 
Sons, Ltd., Halifax, Nova Scotia, and 
Henry Birks & Sons, Ltd., Saskatoon, 
Sask. 


C. Q. Ellis, Toronto, was named as ! 


Canadian member of the National Com- 
mittee of A.G.S. Henry Birks, Jr., Mon- 
treal, was selected for the G.I.A. board 
of governors. Lovell Baker, Montreal, 
and Edgar N. Smith, Toronto, are mem- 
bers of the A.G.S. nomenclature com- 
mittee. At present there are 27 Canadian 
students enrolled in the gemological 
work. 

Other Registered Jeweler titles an- 
nounced last month went to: Montgom- 
ery Reed, of Hodgson Kennard Co., 


| Boston, Mass.; Andrew Lemke, Wright, 





Kay & Co., Detroit, Mich.; and Eugene 
P. La France, of Poor Bros., New Bed- 
ford, Mass. 


FETED BY ASSOCIATES 





Jerome A. Watrous, who recently resigned from 
the Gorham Co., with which he had been asso- 
ciated since May, 1926, to join the Northampton 
Cutlery Co., was tendered a testimonial dinner 
by 35 of his associates at the University Club, 
Providence, R. |., on Jan. 27. Mr. Watrous was 
presented with a beautifully inscribed beverage 
pitcher. His friends in the trade will be glad to 
know that Mr. Watrous' new connection will keep 
him in the silverware field. 
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—THE LATEST— 
MOTHER-OF-PEARL 
PENDANTS 


SET WITH MARCASSITE INSIGNIA 

OR WITH MIRACULOUS MEDALS 

IN GOLD FILLED OR STERLING 
SILVER 


FRENCH JEWELRY Co. 


MAIN OFFICE AND FACTORY 
137 S. 8TH ST. PHILADELPHIA, PA. 








EXTRA VALUE 
SPECIAL 


SPECIAL NO. J10 — 10/0 
size, Elgin or Waltham Men’s 
Watch in 10K yellow rolled 
gold plate case, stainless steel 
back, curved to fit the wrist, 
complete with leather strap— 


7-jewel, reduced from $7.50 to $6.00 
15-jewel, reduced from $9.50 to $7.50. 


Send for our catalog and also our 
latest bulletin illustrating hundreds 
of other exceptional values in high 
grade reconditioned, guaranteed 
watches. 


Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, 
Master and I.D. Watch Cases 


5 South Wabash Avenue 
Chicago, III. 














SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 











SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 

















MARCASITE JEWELRY 
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TRADE K D MARK 


Write for 
Illustrated Catalog 


KIMLER & DANIEL, INC. 


83 Canal St. New York 

















Failures Up in ’38 
But Far Fewer Than 
The 10-Year Average 


Provinwence—The number of financial 
embarrassments in all divisions of the 
jewelry industry increased during 1938, 
according to figures compiled by the 
Jewelers Board of Trade. 

While the number of embarrassments 
was substantially below the average for 
the past ten years, the increase from 
1937 to 1938 was sharp, with the 28 re- 
ported in the manufacturing division 
and the 36 in the wholesale classification 
more than double the totals in the pre- 
ceding year. The total for retailers and 
repairers combined, rose from 114 to 187 
during the year. This compared with a 
high mark of 1080 established in 1932. 

The Board of Trade issued the follow- 
ing figures on embarrassments: 





Impostor Poses as Brother 
of Orville R. Hagans to Dupe 
Jewelers Out of Cash 


Denver, Coro.—Orville R. Hagans, 
this city, executive secretary of the 
United Horological Association, warns 
the trade that an individual representing 
himself to be J. Hagans, “a brother of 
his,” is using this alleged connection to 
cash checks in jewelry establishments, 
Mr. Hagens says he has no brothers, 
and knows of no one in the East bear- 
ing his surname. 

The impostor appears to be well 
versed in association matters and the 
activities of U.H.A. and its secretary, 
and thereby gains the confidence of vari- 
ous wholesalers, who are asked to cash 
checks. He uses Denver National Bank 
checks. His last known activity was in 
Washington, and he was believed to be 
headed towards Pittsburgh. 





Number of financial embarrassments—ten year comparison 














Retailers. 

Manufacturers Wholesalers and Repairers 
I~ Sree ve amples artia te contacts. wet ae ay un Ree eee cae ae 42 62 505 
LLRs cnr raed Nene aera | an ie wee ee teen 69 85 602 
RUNNY eins Jose nye sel 51a etnl-a -aaNer a arts b aemeeglasty keriave sn eavate eae 78 100 831 
1 Eee eS Rik heres nce mre yar ennemre vena Wage 93 121 1,030 
Ie Sis bs hoch eae gia eis Nee etait or SSCS ONS ol a ere 37 75 596 
MIRE? Lecoxln bh N sptesasers renee tants Tees ate. oto es Vea eB rears 19 20 165 
ORS apo fe aig eo aia ie obs olea ew ans Wack a ace ora eres 14 16 119 
RUSMDED SS psig) ex's waitulees SCS yARANE etna WS) Ben airs acea ahetMis hal arenes 27 16 136 
BUMS pens sy: aie shel eat tose keg | atest rds bhaear ae ta yaaa rege acy 14 18 114 
IM apie geaecneni ist oh onal area rea PAG Tors in Soe eee eile SS NN 28 36 187 

Number of financial embarrassments and liabilities, Jan. 1 to Dec. 31 

r 938 ~\ cr 1937 ~ 

Number Liabilities Number Liabilities 

PTE 555 alae iarwigia yates wie cee preter 28 $ 605,400 14 $ 1,800 

cee ee ere ee re 1,070,900 18 364,200 

NS Oe err er a rr 174 2,155,500 105 1,279,300 

I, 55 NA Kwa oes S homie eee Ee 36,300 9 36,30 

MN a chict i eels e sess weer ele 251 $3,868,100 146 $2,001,600 


The Board included under the heading 
of jewelry, persons and concerns manu- 
facturing, importing, or dealing in jew- 
elry, watches, clocks, silverware, gold- 
ware, platinum and plated articles; also 


diamonds and other precious and semi- 


precious stones, together with synthetic 
and imitation stones. 

The total liabilities of the 251 con- 
cerns and individuals in all divisions of 
the industry which suffered embarrass- 
ments during 1938 were $3,868,100, com- 
pared with $2,001,600 for 146 companies 
the preceding year. 





Joseff of Hollywood Incorporated 
For $200,000 to Manufacture 
Reproductions of Stars’ Jewelry 


Houitywoop, Carir..—Due to the tre- 
mendous demand for fine jewelry among 
the better trade, Joseff-Hollywood has 
greatly increased his manufacturing ca- 
pacity. The firm is now incorporated 
under the laws of California for the 
amount of $200,000. Sale of the stock is 
confined to persons in the motion picture 
industry. Joseff feels that the assistance 
these famed personalities have given him 
and their encouragement in giving him 
exclusive studio privileges entitle them 


to share in his assured future success. | 


Joseff’s items are actual reproductions 
he makes for the star’s picture and per- 
sonal jewelry wardrobe and are manu- 


factured in the firm’s only plant, in this | 


city. 





Wicuira, Kans.—R. B. “Bob” Slaton 
has been named manager of Woods, Inc., 


126 E. Douglas St., local jewelers. 
Slaton has been in the jewelry business 
22 years. 
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DON’T 
Renew that Policy 


... ‘til you get a quotation from 
the Jewelers Own Company. 

Sd 
We write fire—windstorm—Ex- 
tended Coverage for all in the 
Jewelry Industry. 

* 
With no obligation to you we 
will send complete costs on any 
policy you wish. 

* 
Present dividends: 
33 1/3% on fire policies 
25°/, on windstorm policies 


7 a t+ 2 oe UN CUA 


2 ee 
MUPUA & 


FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BUILDING 
NEENAH, WISCONSIN 
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The Raleigh Watch Corp. on Jan. 30 
took new quarters at 48 W. 48th Street. 

Al Hersshon was recently appointed 
to the general sales staff of the Helbros 
Watch Co., 2 W. 46th Street, New York. 

Matthew F. Callahan, 44, a jeweler at 
Englewood, N. J., was found dead in bed 
Feb. 9. A widow and two children sur- 
vive. 

K. Chaitin & Son, manufacturers of 
gold and platinum mountings, have re- 
moved from 10 John Street to 71 Nassau 
Street. 

Samuel I. Vulcan, secretary-treasurer 
of the Louis Watch Co., 580 Fifth Ave- 
nue, is now on an extended trip through 
the South. 

Henry Miller, of Miller & Veit, dia- 
mond importers, returned on the Queen 
Mary, Feb. 9, from the European dia- 
mond markets. 

The Stronghold Jewelry Co., manu- 
facturers of ring guards, formerly at 406 
E. 149th Street, has resumed business at 
87 Nassau Street. 

Alberts & Bick, Inc., 332 Mulberry 
Street, Newark, announce the change of 
the firm name to Alberts & Son, Inc., 
Manufacturing Jewelers. 

George Stern Co., retail jewelers, after 
16 years upstairs at 320 Fifth Avenue, 
will move about May 1 into a store at 
35th Street and Madison Avenue. 

Ingomar Goldsmith, diamond importer, 
who once had offices on lower Broadway, 
died Feb. 10, in Los Angeles. He once 
sold some fine stones to “Diamond Jim” 
Brady. 

Barnet Robinson, of Robinson & 
Sverdlik, importers of precious stones at 
608 Fifth Avenue, will spend the first 
week of this month in Chicago, calling on 
the trade. 

William Helbein, president of the Hel- 
bros Watch Co., Inc., 2 W. 46th Street, 
who is visiting the firm’s factory in 
Geneva, Switzerland, will return about 
March 15. 

Benjamin W. Fine has been engaged 
as salesman for the Doric Watch Co. 
and the Nathan Holtzman Corp., both 
of 15 Maiden Lane, to represent them 
in the South. 

Seymour Cohn has severed his connec- 
tion with Robert Lipton, 701 Grand 
Street, Brooklyn, and has opened a 
store of his own under the name of Sey- 
mour’s, 718 Grand Street. 

Paul E. Levi, 56, stone dealer at 48 
W. 48th Street, died late in January 
at his home in Larchmont. He was a 
charter and executive board member of 
the Jewelers’ Square club. 

Henry Astor, president of the Metro- 
politan R.J.A. and Mrs. Astor enter- 
tained many of their friends in the trade 
after the wedding of their daughter, 
Lillian, to Harry Lewenstein, Feb. 12. 

Bailey’s, Inc., retail jewelers estab- 
lished in 1900, moved early last month 
from its old location at 379 Fifth Ave- 
nue, into a new store at 9 E. 36th Street. 
a S. Kennedy is president of the 

rm. 

Benedict Burkman, who for 30 years 
was with Benedict Bros., the 119-year- 
old downtown retail jewelry firm which 
went out of business a few months ago, 
last month opened a store at 35 Nassau 
Street. 
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Joseph D. Little, of the Peikin Gal- 
leries, 664 Fifth Avenue, addressed the 
Woman’s Club, of Williamsport, Pa., Feb. 
7, on the subject, “Silver—Ancient and 
Modern,” and illustrated his remarks 
with colored lantern slides. 

Jacob Schwartz, Fulton Street, Brook- 
lyn, jeweler, and his son, Bennett H. 
Schwartz, Astoria, president of the Long 
Island R.J.A., and their wives, returned 
about Feb. 10, from a two weeks’ auto 
trip to Miami Beach, Fla. 

The partnership known as Chas. Arm- 
sheimer & Son, jewelry and diamond 
wholesalers, 13 Maiden Lane, has veen 
dissolved. Henry M. Armsheimer con- 
tinues without change of style and Wal- 
ter J. Triner continues as Walter J. 
Triner Co. 

Harry Bloch, of Harry Bicch & Bro., 
importers of aiamonds and ring manu- 
facturers, 22 W. 48th Street, expects to 
sail for Europe, March 18, accompanied 
by Mrs. Bloch, for a two months’ tour 
of Holland, Belgium, France, Switzer- 
land and England. 

Alexander E. Arnstein, of Arnstein 
Bros., diamond importers at 608 Fifth 
Avenue, returned Feb. 22 from a three- 
weeks’ West Indies cruise. A. H. Arn- 
stein, of the same firm, left Feb. 17, on 
the Santa Paula for a 17-day cruise to 
the West Indies with Mrs. Arnstein. 

John H. Brouwer, 79, who operated 
the jewelry business established by his 
father in 1856, at 471 Grand Street, 
Brooklyn, died Feb. 14, after a brief 
illness. He was a former president of 
the Grand Street Board of Trade, and 
was prominent in German-American 
circles. 

Sidney B. Gurfein, a member of the 
diamond firm of Louis Gurfein & Son, 
608 Fifth Avenue, took as his bride, on 
St. Valentine’s day, Miss Barbara 
Jacobs, daughter of Mr. and Mrs. Rob- 
ert H. Jacobs, of this city. The newly- 
weds sailed on the Brittanic the next 
day, and will be vacationing in the South 
for about a month. 

Harry B. Kahn was reelected presi- 
dent of the Watchmakers’ Guild of 
Greater New York, Jan. 31. Others 
named were Andrew Grant, vice-presi- 
dent; Martin Green, treasurer; Samuel 
A. Lask, recording secretary; Sidney 
Plotka, corresponding secretary; William 
Sude, chairman of membership, and 
Albert Bara, chairman of the board of 
directors. 

The Platinum Corporation of America 
has been incorported and has established 
itself in a handsome suite of offices on 
the 14th floor of 630 Fifth Avenue, where 
it will engage in the importation and 
distribution of platinum, iridium and 
platinum alloys. C. G. Serkau is presi- 
dent and Harry A. Jackson is in charge 
of sales. A branch office of the firm is 
at Montreal, Can. 

After several weeks in the home office 
of the Lasko Strap Co., Jersey City, 
representatives will take up their grips 
to return to their respective territories. 
Max Gershberg will leave March 15 for 
Chicago, to call on the wholesale trade 
there. Later in the month David Kay 
will depart to cover the East and Mid- 
dle-West, and Sidney Geller will leave 
for the Pacific coast. 

Arthur Freed, well known to the radio 
trade since the Freed-Eisemann days, 
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ENCRUSTERS 


STONE RINGS ENGRAVED 
Ss e@ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 

















Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 
Crders for Jobhing Stones and Lopseare 


Work Carefully and Promptly 








Diamonds 
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Diamond Mounted Jewelry 
‘WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New Yort C: 
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WIRE DRAWING DIAMOND DIES 
DIAMOND POWDER 
Carefully Graded for any purpose 


INDUSTRIAL DIAMONDS 


RUSCH WIRE DIE CORP. 
275—7th Ave. WA. 9-2766 New York,N.Y. 














Grarr, WASHBOURNE & DUNN 


SILVERSMITHS 
AND 
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142 WEST 14th STREET 
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HOW A GEM WAS BORN 


Displaying the evolution of Gems from 
rough material to the finished jewels. 


STEPHEN VARNI CO. 
580 Fifth Ave. New York 
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Precious, Semi-Precious Stones 
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PROVE IT IN YOUR SHOP! 


The two important qualities of main- 
springs are: How much power they de- 
velop (torque), and how long they 
retain their power undiminished (re- 
silience). The Crosscurved form in- 
creases these important factors vastly. 


Only Sandsteel 
Mainsprings 
Are Crosscurved 
Specify "SANDSTEEL" When You 


Order Mainsprings. You Will Like Them 
When You Know Them. 


Patented. Made in U. S. A. by 
WATCH-MOTOR 


MAINSPRING CO., INC. 
145 Hudson St. New York City 














ANTIQUE JEWELRY 
PRECIOUS STONES 
WILLIAM C. BOYAJIAN, Inc. 
IMPORTERS 


64 W. 48th St. New York City 








tJ PATENT YOUR IDEAS 


send a Sketch or Model ok 
of your invention for 
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FREE {Srexntuti PATENT eusINEER 


. Pat. Off. records searched 
for ‘ANY Invention or Trade Mark 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Bend for Catalog Illustrating 
Our New Improved Line 
18 Orawford St. Newark, N. J. 
























CULTURED PEARLS 


One of the Finest and Least Expensive Lines 
Ask for Samples 


ZIRCONS - STAR SAPPHIRES 


CROWN PEARL & GEM, INC. 
680 Fifth Ave. New York, N. Y. 
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GOLD 
WRIST CHRONOGRAPHS 
48 WEST 48TH ST. NEW YORK 




















and Al Saphin, also well known in New 
York through his connection with Philco 
as assistant sales manager for this ter- 
ritory, and more recently general sales 
manager for Packard Lektro-Shaver 
Corp., have been named sales representa- 
tives for the Automatic Radio Mfg. Co. 
for metropolitan New York and north- 
ern New Jersey. 


The fifth anniversary dinner of the 
Diamond Setters’ Association of New 
York was held Saturday evening, Jan. 
28, at Hotel McAlpin, with a large part 


of the membership and their ladies, in | 
Ward Lange was general | 


attendance. 
chairman of the banquet committee. The 
officers of this association are Joseph 
Altman, president; Frank J. Pfreund- 
schuh, Henry Nubel and Dan Geller, 
vice-presidents; Henry A. Gocgman, 
treasurer; Paul Henneforth, financial 
secretary; Milton Kleinberg, recording 
secretary; and directors, William C. 
Nearpass, Joseph Kraysler, William 


Schneider, Murray Chuven and Paul 
Doumeng. Max Weinman is_ general 
counsel and David Fratkin, business 
agent. 


Harry S. Deutsch, 51, vice-president 
of the jewelry supply firm of M. J. 
I.ampert & Sons, Inc., 37 Maiden Lane, 
died Feb. 1, in Grant Hospital, Chicago, 
of a cerebral hemorrhage. He _ was 
stricken several days before on a train 
while enroute to Chicago on a business 
trip, and died without regaining con- 
sciousness. Mr. Deutsch, who live-] in 
Brooklyn, was born in Baltimore and 
had worked in the optical supply busi- 
ness most of his life. He was with Lam- 
pert & Sons for the last ten years. He 
was a brother ot the late Bernard S. 
Deutsch, foriner president of the Board 
of Aldermen. 


John L. Schwarz, for nine years sec- 
retary of the Bronx R.J.A., was honored 
with the presidency of the group at its 
annual election, Feb. 14, attended by 
more than 100 members and guests. An 
ambitious program of trade betterment 
activity was outlined for the year, and 
the following were elected to support 
Mr. Schwarz: Sidney Plotka, vice-presi- 
dent; I. Hirschhorn, treasurer; Murray 
Max, financial secretary; I. Chernick, 
recording secretary; A. J. Bluming, ser- 
geant-at-arms; and I. Geffen, J. Sells, 
A. Franklin and J. Menczer, trustees. 
The association, which was organized 23 
years ago, will honor one of the founders 
and its financial secretary, Mr. Max, at 
a testimonial dinner sometime in April. 


The ballroom of the Hotel McAlpin 
was crowded the night of Feb. 7, when 
the New York Jewelers’ Benevolent As- 
sociation staged its installation of offi- 
cers and entertainment. Adolph Pusrin, 
who has served five years as president 
and who has attended every meeting 
since 1919, introduced Harry Wittman, 
the reelected president, who inducted the 
following officers: George J. Knapp, 
vice-president; Joseph Goldman, trea- 
surer; Harry Lewis, financial secretary; 
Arthur Bergman, recording secretary; 
Eli Isaacson, sergeant-at-arms; Hyman 
Dubrowin and Maurice E. Passes, chair- 
men of sick and distress; Jesse Roth- 
man, chairman of by-laws committee; 
Michael Elinson, chairman of entertain- 
ment; David Weinberg, chairman of 
membership, and Barnet Deskin, Ken- 
neth Schneider and Max Wolf, trustees. 
“Daddy” Philip Hersh, loyal member for 
years, received an ovation when it was 
announced that a banquet and ball will 
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| be held in May in recognition of his 


90th birthday, which occurs in July, 





Empire State's Watchmakers 
Will Meet at Rochester April 16-17 
To Perfect Their Organization 


Rocuester, N. Y.—The annual meet- 
ing of the New York State Watchmak- 
ers Association which will be held at 
Hotel Powers, April 16 and 17, promises 
to be an affair long to be remembered, 
State officers are planning exhibits, en- 
tertainments, lectures and conferences 
that will help to make this one of the 
finest state watchmakers’ associations in 
the country, and to establish a closer re- 
lation between supply houses, manufac- 
turers and the men at the bench. 

The association is making excellent 
progress with its drive to secure watch 
licensing regulation in New York State 
but needs the cooperation and support 
of everyone in the trade. The more local 
associations and the more _ individuals 
that endorse the movement and _ that 
write to their state legislators and sena- 
tors advocating it, the more likely it is 
to be adopted. Jewelers, as well as 
watchmakers, will benefit by this legisla- 
tion because it will assure the employer 
of a better type of mechanic as well as 
helping to eliminate unfair and destruc- 
tive competition. The secretary of the 
association is R. A. Gutfrucht, 890 Main 
St., this city, who will be glad to supply 
further information to any inquirer. 


COLUMBUS WATCHMAKERS ELECT 


Co.tumsus, On1o—J. W. Finley has 
been elected president of the Columbus 
Watchmakers’ Guild. Other officers 
named are J. S. O’Connor, vice-presi- 
dent; Tom France, secretary and trea- 
surer, and Tom Moore, sergeant-at-arins. 








STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-3 
BRENET WATCH CO. 
266 W. 40th St., New York 
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PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 











116 NASSAU ST. NEW YORK, N. Y. 
E228 High Grade 
JEWELS-STEMS-MAINSPRIN GS 


for Swiss and American 
Cosmopolitan Watch Material 


Importing Co. 
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Fair Trade Approval Voiced 
Before 900 at Dinner-Dance 
Of New York Retail Associations 


Condemnation of “the practice of some 
manufacturers in selling their nationally 
advertised merchandise directly to var- 
jous wholesale outlets throughout the 
city, who in turn supply the unscrupulous 
retailers and consumers at slightly above 
cost,” and approval of those firms which 
have priced-fixed their goods, was the 
sense of a resolution passed by the Exec- 
utive Board of Retail Jewelers’ Associa- 
tions of Greater New York, and an- 
nounced at its annual dinner-dance, 
Sunday night, Feb. 26, in the Grand 
Ballroom of the Hotel Astor, New York. 

“We approve,” read the resolution, 
“and actively encourage with every pos- 
sible effort, the sale of those products of 
manufacturers, who, in their earnest 
efforts to better the conditions of our 
business, have placed their products 
under the provisions of the Fair Trade 
laws.” 

Approximately 900 persons were in at- 
tendance at the affair, which was the 
second joint banquet of the Bronx, 
Brooklyn, Metropolitan and Long Island 
Retail Jewelers Associations 

Speech-making was dispensed with 
after Phineas Peters, chairman of the 
executive board, had congratulated his 
fellow association officers. Mr. Peters 
was presented with a silver tea service 
in behalf of the executive committee, and 
his lieutenant, Max J. Schwartz, Brook- 
lyn, general secretary of the executive 











EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Broaches 








Enamel Work a Specialty 
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IRVING KUNNEL & SON 


Established 1918 
Watchmakers of Reputation 
Careful and Honest Watch Repairing for the Trade 
Prompt and Efficient Service for Out of Town 
Orders. Lowest Prices 
Phone BRyant 9-5065 
De 2 West 47th St, New York, N. Y. 





. e 
Antique Rings 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with enameling. 


Send for quotations 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
2W. 4 








NEW YORK, N. Y. 
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board, was given a 21-jewel watch for | 


his part in the success of the evening. 
Among the guests introduced were: 
Isidore Geffen, retiring president of the 
Bronx R.J.A.; Bennett H. Schwartz, 
president, Long Island R.J.A.; Henry 
Astor, president, Metropolitan R.J.A.; 
C. M. Bradbury, president, Associated 
Credit Jewelers of New York and New 
Jersey; William Wagner, chairman, 


| Jewelers’ Enforcement Committee; Harry 


B. Kahn, president, Watchmakers’ Guild 
of Greater New York; Elmer Hildreth, 
president, Westchester County R.J.A.; 
Richard Mieser, secretary, executive 
board; William Schneiderman, chairman 
of the banquet committee; Hyman Gold- 
schmidt, past president of the Metro- 
politan R.J.A.; John Schwarz, president 
of the Bronx R.J.A.; I. Hirschhorn, 
executive board treasurer; Robert Lip- 
ton, vice-chairman of the executive board; 
E. Werner Gross, Abraham Wolf, Harry 
Brown, Charles E. Peters, Edward Wag- 
ner, and George Korsunsky, all banquet 
committee chairmen. 

After the serving of a delicious turkey 
dinner a good bill of entertainment, fea- 
tured by Molly Picon, internationally 
known Jewish comedienne, was presented. 


| The floor was later cleared for dancing, 
| which continued until a late hour. 


Sixty or more prizes were distributed 
and each woman guest received a con- 
fectionery dish, and each man a fountain 
pen. 

One of the happiest parties at the 
affair was that of Mr. and Mrs. I. 
Hirschhorn and Mr. and Mrs. W. Schnei- 


| derman, celebrating the 25th wedding 





anniversary of both couples. Silver flat- 
ware services were presented to them in 
behalf of the executive board, and the 
Bronx R.J.A., in which group both men 
are active members. 


ELKINGTON WARES EXHIBITED 
An exhibition of antique reproduction 


and modern English silver, made by | 


Elkington & Co., Ltd., of Birmingham, 
England, originators of electroplating, 
was opened last month in the showrooms 
of the Middletown Silver Co., 366 Fifth 
Ave., New York, agents in the United 
States for Elkington. 

C. W. Neurath, Elkington’s managing 
director, and F. W. Sloan, of the com- 
pany’s London salesrooms, arrived on the 
Queen Mary Feb. 23 to attend the ex- 
hibit and answer questions about the 
products. H. H. Meister, Jr., vice- 
president of the Middletown Silver Co.. 








| Middletown, Conn., was also in atten- | 


| dance. 
SILVER BARS 
London New York 
Spot O ficial 
Lo gs Comer ee 20 42% 
Do | Serre 20 #5 42% 
OCR kc eteawceces 20% 42% 
MOURGANOO OE 5 ciacaee chats 20% 42% 
PLATINUM PRICES 
Feb. 25, 1939 
Ee am eae? $35.00 
Containing 5% iridium .............. 36.50 
Containing 10% iridium ............. 38.00 
NS ao cas Cake ev aeneeeaencaeawe 65.00 
DEES, cski cewadeaneed weekeweeean 24-25 


SCHOPPY HAS NEW SHOPPE 


Artantic Crry, N. J.—William Schop- 
py, president of the New Jersey R.J.A., 
opened a new store in the Schwehm 
Bldg., New York and Atlantic Aves., in 


| the heart of this resort, on Feb. 6. 
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ROSENBERG MFG. CO. 


Manufacturers & Importers 
132 NASSAU ST. NEW YORK CITY 
AMERICAN MADE TOOLS 
FOR WATCHMAKERS & JEWELERS 
Screw Drivers—Fiole Blowers 
Watchmakers Single & Double Eye Loupes 
Material—Trays—Oilers, etc. 


Write for Samples & Prices 











To all 


MANUFACTURING JEWELERS! 


You are invited to investigate 


The Maxwell System “Service” 


EXCLUSIVE MODELS _BINGS 
PRECISION MOULDS SHAMS 
PERFECTION CASTING BRaceLETs 


All Transactions Handled in Strict Confidence 


Maxwell System 
BRyant 9-5631. 
22 W. 48th St., NEW YORK CITY. 
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Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 





110 West 40th St. a New Yort 


The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


NEW YORK, N. Y. 














GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


We. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 
“Over 20 years at the 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street Philadelphia 








~ NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 


727 Sansom St. Philadelphia, Pa. 


ZIRNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
{RIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON 214,8,i238%x 


PHILADELPHIA 




















EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 
713 SANSOM ST. PHILADELPHIA 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 


\{ Broad and Somerset Streets 
As PHILADELPHIA, PA. 











ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From au:horized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMeErR & Gipsons, INC. 
117 So. 10TH St. PHILADELPHIA 
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LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 











“Wholesale Distributorstothe Trade” 








Jacob Beifeld, 135 S. 8th Street, spent 
February vacationing in Miami Beach, 
Fla. 

Ben Nemirofsky, 129 S. 8th Street, re- 
turned Jan. 26 from a business trip to 
Antwerp. 

H. B. Gording, 716 Sansom Street, 
was confined to his home for several 
days last month by an attack of grippe. 

Morton Sickles, of M. Sickles & Sons, 
904 Chestnut Street, returned last month 
from a two weeks’ vacation in Florida. 

H. Iskin, of the Iskin Manufacturing 
Co., 740 Sansom Street, sailed Feb. 4, 
on the Georgic, for an 18-day South 
American cruise. 

Store innovations, including the instal- 
lation of two new, large safes, were com- 
pleted last month by Samuel Lashof, 
Inc., 7th and Sansom Streets. 

Mr. and Mrs. Oscar Kind, of S. Kind 
& Sons, Chestnut Street at Broad, left 
Feb. 5 for a five to six-week winter holi- 
day in California and Hawaii. 

Robert Shifren, William Blum and 
leon Aisenstein, younger jewelers in 
the Sansom Street district, returned 
Feb. 19 after a 19-day trip to Miami 
Beach, Fla., and Havana, Cuba. 

S. Kind & Sons, Chestnut Street at 
Broad, last month announced an ex- 
panded silver ware department in its 
new store. The rear of the store was 
given over to display and sale of flat- 
ware. 

Samuel Balinky, 65, a retired jeweler, 
was killed Jan. 31 by an automobile as 
he crossed Roosevelt Blvd., near his 
home, 4845 D Street. He was pro- 
nounced dead at Jewish Hospital imme- 
diately after the accident. 

Walter Rice, of the diamond depart- 
ment of Bailey, Banks & Biddle, 1218 
Chestnut Street, spent the last two 
weeks of February on a cruise and visit 
in Florida. Charles Harrison was to 
leave late in February for a two-weeks’ 
motor trip to Georgia and Daytona 
Beach and Miami, Fla. 

George A. Ward, of John M. J. Cos- 
tello’s, 731 Sansom Street, and Miss Jean 
B. Waldron, niece of Mr. Costello, were 
married Jan. 25 in St. Bridget’s Church, 
Falls of Schuylkill. They were attended 
by Thomas J. Phillips and Miss Mary 
J. Schueler and returned to make their 
home in Philadelphia after a brief wed- 
ding trip to New York. 

February reports of the Federal Re- 
serve Bank of Philadelphia showed that 
wholesale jewelry sales in the Philadel- 
phia reserve district increased 45 per 
cent in December, 1938, over November, 
and 6 per cent over December, 1937. 
Wholesale jewelry sales in the district 
for the 12 months of 1938 were 20 per 
cent below those for 1937, the reports 
showed. 

Silver trophies for the annual Charity 
Horse Show at the 103rd Cavalry Ar- 
mory, March 30, were supplied by Leven 
& Son, 8th and Sansom Streets. The 
show will feature the Intercity Mounted 
Police Championship in which New York 
City Police, New York State Peniten- 


tiary Guards, Philadelphia Mounted 
Police and Fairmount Park Guards will 
compete. 


Walter Bossert, of the repair depart- 
ment of J. E. Caldwell & Co., was ill at 
his home part of last month. Nat Kinck- 
iner, of the watch department of M. 
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Sickles & Sons, 904 Chestnut Street, re- 
turned to work in February after a nine- 
weeks’ illness with pneumonia. William 
Dickson, of the watch department of H, 


O. Hurlburt & Sons, 817 Chestnut 
Street, underwent an operation in Tem- 
ple University Hospital Feb. 22. 

H. C. Holt continued his lecture on 
gearing and depthing at the meeting of 
the Horological Guild of Philadelphia, 
Feb. 7, at Franklin Institute. At a spe- 
cial meeting on Jan. 24 the topic of dis- 
cussion was “The Watch Cleaning 
Machine.” H. R. Pedrick, president, 
read a lecture on the subject written 
by Samuel Levin. Several of such ma- 
chines were shown and discussed. 





Simons Bros. Co., Philadelphia, 
Gold Thimble Manufacturers, 
Celebrate 100th Anniversary 


PHILADELPHIA—It is probably not too 
great a speculation to say that almost 
every adult American has at some time 
in his life seen a Simons thimble, for 
the manufacturing jewelry firm of 
Simons Bros. Co., at 269 S. 9th St., this 
year marks its 100th anniversary, and 
throughout the years the thimble has 
been its principal manufacture. 

While the thimble has been the staple 
item of manufacturing since 1839 when 
George W. Simons began making them 
in gold and silver, the firm has always 
kept pace with the demands of the day. 
It is interesting to note that in Civil 
War days the firm had as one of its 
specialties the manufacture of fine pres- 
entation swords. 

Gold pencils and gold-headed canes 
were also a big part of the business in 
the early days. Later were added lines 
of gems, silverware, watches and optical 
goods, and in 1863 the firm occupied the 
old Jones Hotel, which for a long time 
had been the leading and most fashion- 
able hotel of the city, and made its place 
a bazaar where jewelers could do all 
their buying. 

It was about this time that Peter B. 
Simons, who had become a partner with 
his brother in 1853, retired from the 
firm, and the founder installed his four 
sons, John F., George W., Jr., Frederick 
M. and Edwin S. Simons as partners. 

At the time of Frederick Simons’ 
death, March, 1935, his daughter, Lillian 
Lesley Simons, entered the business. 
Today Miss Simons and the able staff as- 
sociated with Mr. Simons for many 
years, are carrying on the business. The 
present employes have service records 
ranging from ten to 51 years, and in 
several cases they are of the third gener- 
ation to have served at the same bench. 

In addition to thimbles the firm today 
makes identification bracelets, charms 
and solid gold chain and link necklaces 
and bracelets. 
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Susan Blackinton, wife of Amos 
s, Blackinton, well-known Attleboro 
jewelry manufacturer, died Jan. 31. 

A. Bazar & Co., jewelry manufactur- 
ers, have moved from 80 Clifford St. to 

246 Eddy St. 

Herbert E. Burlingame, for many 
years associated with his father in the 
firm of J. P. Burlingame & Co., died at 
his home in Lakewood, in his 57th year. 

Incorporation papers have been filed 
for the Rhode Island Nickel Plating 
Works, Inc., by Russell H. Harkins, Ar- 
thur H. Pearson and Evelyn R. Cotter. 

Fred Dobra will be in charge of a 
Providence office established by Guyot 
Bros., of Attleboro, at 212 Union St. 
The company will show a complete line 
of metal findings and settings. 

Fred Sturdy, president of the J. F. 
Sturdy Sons Co., Attleboro Falls, Mass., 
had the painful experience of losing his 
index finger on Sunday morning, Feb. 
5, while operating an electric bandsaw 
in the cellar of his home. 

Lawrence E. Baer, president of Swank 
Products, Ine., of Attleboro, and Mrs. 
Baer left Feb. 27 on a United Fruit 
cruise to Guatemala. He expects to be 
away from his office for four weeks, 
spending two weeks in Central America. 

Arthur L. Poole, president of Poole 
Silver Co. and Mayor of Taunton, Mass., 
and Mrs. Poole are receiving the sym- 
pathy of their many friends in the recent 
untimely, accidental death of their 14- 
year-old son. 

Maj. John J. Collins, for many years 
associated with Ostby & Barton Co., 
Providence jewelry and ring manufac- 
turers, in various sales department ex- 
ecutive capacities, is now associated with 
Clark & Coombs Co., also of Providence, 
manufacturers of rings and costume 
jewelry. 

L. E. Pitman, of Pitman & Keeler, 
Attleboro jewelry manufacturers, has 
just returned from an eight weeks’ 
trailer trip to Florida. Mr. Pitman cen- 
tered out of Sarasota and enjoyed fish- 
ing in various Florida waters. Lawrence 
P. Keeler, also of Pitman & Keeler, is 
in the South enjoying his favorite pas- 
time, golf. 

Announcement has been made that the 
Wells Plating and Polishing Co. has pur- 
chased the 60-year-old electro-plating 
business of John P. Bonnett & Son. The 
personnel of the latter company, many 
of whom have been with the business for 
many years, will be maintained, it was 
announced. The Wells interests will 
now have three full floors in the build- 
ing at 80 Clifford St. 

Lever Bros. Co., of Cambridge Mass., 
makers of soap products, have arranged 
a merchandising tie-up with the Uncas 
Mfg. Co., of Providence, in connection 
with the sponsored radio serial, “Big 
Sister.” Lever Bros. is offering to its 
customers a cameo brooch, designed and 
cut at the Uncas plant and modeled 
after the star of the radio program, 
Alice Frost. 

A freak storm and high winds on Jan. 
22 lifted the roof off of the Sturdy Bros. 
factory at Chartley, Mass., and blew 
over a part of a brick wall, causing 
damage estimated at $10,000. A sprin- 
kler pipe was broken and caused water 
damage to machinery and stock. The 
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company had suffered no damage during 
the September hurricane but in the 
meantime had taken out insurance which 
is expected to cover the recent damage. 

Edward O. Otis, Jr., executive secre- 
tary of the N. E. Manufacturing 
Jewelers & Silversmiths Association and 
president of Otis Mfg. Co., prepared an 
illustrated article on the jewelry indus- 
try for the magazine “Industry,” publi- 
cation of the Associated Industries of 
Mass. Mr. Otis outlined some of the 
changes which have occurred in the in- 
dustry during the past 10 years, dis- 
cussed the effects of style changes and 
mentioned some of the leading compa- 
nies in the Attleboro and surrounding 
territory. 

The manufacturing plant and labora- 
tories of the Mark Weisberg Laborato- 
ries and Alrose Chemical Co. have re- 
cently moved from their former Provi- 
dence locations, 80 Clifford St. and 92 
Printery St., to a new, enlarged factory 
at 180 Mill St., Cranston, R. I., The 
new playt has 40,000 sq. ft. of working 
space, with laboratories to accommodate 
eight chemists. The John P. Bonnett & 
Son Co., formerly owned by Mark Weis- 
berg Laboratories, has been liquidated. 
Its operations in the electro-plating of 
jewelry and novelties in precious metals 
have been discontinued in order that in- 
creased emphasis may be given by Mark 
Weisberg Laboratories to research and 
the development of new specialties for 
the metal and textile trades. 

Attleboro was well represented at the 
Feb. 4 banquet of the Boston Jewelers 
Club at the Copley-Plaza Hotel. The fol- 
lowing were present at the dinner: Gen. 
John Murphy, Grover C. Richards, Ar- 
thur M. Briggs, Richard F. Crawford, 
Archie F. Swanton, Clarence D. John- 
son, Frank McCormick, Chris Bescherer, 
William T. Brown and Arthur W. 
Weatherbee, of the Watson Co.; Stephen 
L. Ford and George A. Spellmeyer, Jr., 
of R. F. Simmons Co.;'S. O. Bigney, 
S. O. Bigney Co., Inc.; Charles and Her- 
bert L. Thomae, Charles Thomae & Son; 
Clarence J. Stone, General Plate Co.; 
Walter A. Cunningham, Horton-Angell 
Co., Inc.; Frank J. Ryder, Walter E. 
Hayward Co., Inc., and Fred Sturdy, 
J. F. Sturdy’s Sons Co., Inc., Attleboro 
Falls. 


HENRY H. MOULTON 


ProvipeNce — Funeral services were 
held in this city Feb. 11 for Henry 
Holden Moulton, head of the New York 
office of the Gorham Co., affiliate of the 
Gorham Mfg. Co., who died suddenly at 
his home in New Rochelle, N. Y. 

Mr. Moulton had resided in this city 
prior to the time when he took up his 
residence in New Rochelle many years 
ago. He had been associated with the 
Gorham concern for 50 years, having 
started there as an office boy at the age 
of 17. 

He rose through many positions with 
the company to the post of sales mana- 
ger and later was given charge of the 
New York office. 

Surviving Mr. Moulton are his wife, 
Rhena, a brother, Edward S. Moulton, 
and a niece, Mrs. Frederick Lloyd 
Young. 
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‘4 Manufacturers of Novelties 
\\, for New York World's 
Fair. License No. 758. 


\\ Send for Samples 
Qs) JEWELRY. CUTLERY NOVELTY CO. 


MASS 






NORTH ATTLEBORO 





REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 


For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Springtime 





Is : 
Swingtime !! 


Business is Swinging Up- 


wards!!! Take full ad- 
vantage of improved 
conditions. Make sure 


that your stock is com- 
plete. 


Large Assortments of 
Watches, Diamonds and 
Jewelry at your com- 
mand. 





BALTIMORE, MD. 


JEWELERS! 


YOU CAN MAKE 


—1939— 


A BANNER YEAR WITH 














EASTON WATCHES 





FULLY GUARANTEED 
SEND FOR SAMPLE SELECTION 





IMPORTED & DISTRIBUTED BY THE 


U. S. JEWELRY CO. 


WHOLESALE JEWELERS 


DIAMONDS - WATCHES - JEWELRY 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 





SCHULTZ STERLING 


offers 
Hollowware at Better Prices. Repro- 
ductions As You Want Them. Plating 
As it Should Be Done. 


A. G. SCHULTZ COMPANY 
423 E. Lombard St. Baltimore, Md. 




















The new store of Klingoff’s in Wil- 
mington, N. C., will be opened March 7. 

Alfred F. Harting, 65, retired Lexing- 
ton, Ky., jeweler, died Jan. 28. 

Mr. and Mrs. J. M. Paul, of Baltimore, 
are home again after a stay at Florida 
resorts. 

Raymond Paul, of Norfolk, Va., was 
among the seekers after recreation in 
the Everglades State. ‘ 

Laguzzio & Barrasso, Memphis, Tenn., 
retail jewelers have moved to a new lo- 
cation at 1361, N. Main St. 

Charles W. Bowen, of Lynchburg, Va., 
is back at home from Florida after a 
sojourn of several weeks there. 

Albert Cohen Jewelry Co. is succes- 
sor to the S. V. Ramze Jewelry Co., 702 
Kanawha St., Charlestown, W. Va. 

Gerald C. Halle, of Castleberg Jewelry 
Corp., Baltimore, and Mrs. Halle are 
home again after a trip to the West 
coast. 

Mr. and Mrs. Oscar Samuels, of Balti- 
more, are listening to what the wild 
waves are saying at Atlantic, City for 
three weeks. 

Mr. and Mrs. Millard S. Braun, of N. 
Gay St., Baltimore, have returned to 
their home and business after a trip to 
Bermuda. 

Mr. and Mrs. Alvin J. Baum, of Rich- 
mond, Va., are home again after three 
weeks spent under the waving palm 
fronds of Miami. 

Six watches and rings and bracelets 
valued at $150 were stolen from the win- 
dow of the Letzler-Lorch Co., Inc., 
jewelers, 311 W. Broadway, Louisville, 
Ky., by a window-smasher Feb. 10. 

Mr. and Mrs. Mark E. Trone, of Han- 
over, Pa. put in three weeks most 
pleasantly at Augusta, Ga., where Mr. 
Trone indulged in his favorite pastime 
of golf. 

Charles J. Kearney, formerly head of 
the repair department for the Macon, 
Ga., branch of Friedman’s, Jewelers, 
has been promoted to the position of as- 
sistant manager of the store. 

Steele’s Jewelry Store, at Galax, Va., 
formerly managed by Milton Green, has 
been purchased by Ned W. Cohen and 
Lewis Backer, who will operate as the 
Jewel Box. 

David H. Morstein, a_ well-known 
jeweler of South Baltimore, was in 
charge of the dinner-dance given by the 
South Baltimore Improvement Associa- 
tion at the Elks’ Club on West Fayette 
St., Feb. 14. 

Friedman’s Jewelers, in Columbia, 
S. C., recently entertained its employes 
at a banquet. Joseph Perelstein, of 
Savannah, Ga., general manager of the 
firm, outlined the 1939 program of sales 
promotion to the 30 persons in at- 
tendance. 

Mr. Leon J. Engel, of J. Engel & Co., 
wholesalers, and Mrs. Engel will be toy- 
ing with the waves at Miami by the time 
this issue is off the press. En _ route 
home to Baltimore they will spend some 
time with the family of Mrs. Engel, near 
Gastonia, N. C. 

A. Rosenstock, of Baltimore, is back 
again at business after an illness which 
incapacitated him for a time. Another 
member of the trade who had gone 


| through a siege of illness, but is now 
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once more on the job, is Samuel Burton 
of Richmond, Va. : 

Mrs. M. Heilbroner, widow of the late 
Moses Heilbroner who established the 
business 50 years ago, has turned the 
Heilbroner jewelry store in Tarboro 
N. C., over to her son, Lewis Heil. 
broner, as manager. Mrs. Bertram 
Brown is assistant manager. 

Among the jewelers who have visited 
Baltimore in the last few weeks were 
Joseph Closter, of Harrisburg, Pa.; who 
spent the week-end of Feb. 18 there; 
Mr. Parker, of Parker-Miller Co., Inc, 
Lexington, N. C.; and Louis Brodie, 
manager of Morton’s Jewelry Co., Ine, 
Richmond, Va. 

Eugene DeBose has joined the staff 
of the Emil W. Sylvan watch and clock 
repairing store at 1315 Senate St., Co- 
lumbus, S. C. DuBose was formerly 
manager of the repair department at 
Hamilton’s for three and one-half years, 
He had been with Sylvan’s for 10 years 
prior to his connection with Hamilton. 

Galloway & Moseley, Sumter, N. C, 
jewelers, suffered smoke and water dam- 
age from a fire which caused a loss esti- 
mated at $10,000 to two buildings in a 
fire there. The early-morning blaze began 
in the rear of the two buildings and was 
not discovered until it had made good 
headway. 

Reznick’s jewelry store, formerly 
Dixie Music & Jewelry Co., has been 
established at a fine new location in 
Winston-Salem, N. C. The new store was 
opened Jan. 5, but formal opening was 
delayed until stock from the previous lo- 
cation was sold. The new address of the 
firm is 440 N. Liberty St. 

A. O. Jenkins, president of the Duval 
Jewelry Co., Jacksonville, Fla., was host 
to employes of the company and a few 
invited guests of an oyster supper Feb. 
10, near Fernandina, Fla. Among the 
guests were George Stern, of New York 
City, and Mr. and Mrs. James S. Har- 
key, of Atlanta. Mr. Harkey is the pop- 
ular Southern representative of Oneida, 
Ltd. 

The Columbus, Ga., City Commission 
has passed a special tax on chain stores 
operating in the city, following approval 
of the measure in a referendum vote of 
the citizens. The measure placed a tax 
ranging from $50 on stores with less 
than 10 stores in the chain to $1,200 on 
stores with more than 400 members in 
the chain, the counting being on a na- 
tion-wide basis. 

The Pratt Jewelry Co., Tyler, Tex., an- 
nounces the sale of two of its stores in 
Oklahoma and the modernization and en- 
largement of its Tyler store. The Semi- 
nole, Okla., store was sold to Mrs. M. A. 
Pratt, and Arthur Currey, who had man- 
aged the Tyler store, has gone to Semi- 
nole to be manager. Arthur Leverette 
has been named manager at Tyler. The 
store in Ada, Okla., was sold to Preston 
A. O’Neal. George H. Pratt is concen- 
trating his operations at his Tyler store. 

The H. J. Schwarz Co., Inc. 3314 
Eastern Avenue, Baltimore, was un- 
pleasantly surprised early on the morn- 
ing of Feb. 6 by the visit of a burglar, 
who smashed one of the store windows 
and then helped himself to the trinkets 
which had been left there during the 
night. A tally showed that 42 pieces 
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had been carried off, but the loot was 
enerally of the less valuable sort, and 
the loss did not exceed several hundred 
dollars. Mr. Schwarz is the president of 
the Baltimore Jewelers’ Association. 

Mrs. Ernest F. Waits is continuing the 
Corinth, Miss., jewelry business of her 
husband who died last Nov. 6, after 42 
years in the trade. Mr. Waits had nu- 
merous interests. He is said to have 
built and flown the first airplane south 
of the Ohio River. His and one other air- 
plane were the only two of the 40 air- 
planes shown at the first aero show in 
St. Louis, Mo., which would fly. A pio- 
neer in radio, he built a wireless station 
in 1908 which received much notice, and 
is said to have built the first 5 kw. trans- 
former. He built an X-ray machine in 
1907. He was a registered optometrist 
and built optical apparatus which was 
put on the market. He organized the 
first Sea Scout crew in America which 
was composed entirely of Eagle scouts, 
and was Sea Scout Commodore for 
Mississippi. 


Bennett Elected President 
Of Atlanta Jewelers’ Guild 


Attanta, Ga.—Claude S. Bennett, 
proprietor of the Claude S. Bennett, Inc., 
was elected president of the Atlanta 


Jewelers’ Guild at a recent meeting held” 


at the Frances-Virginia tea room. He 
had served as chairman of the Guild’s 
publicity committee during the past year. 
C. R. Campbell was elected vice-presi- 
dent and E. A. Morgan secretary for the 
coming year. L. L. Austin was elected 
executive secretary for another term. 
Plans for the coming year were outlined 
at the meeting and reports read on work 
accomplished last year. 








Hand-crafted Period Settings 
in stock for immediate delivery . . . Amaz- 
ingly low cost! 


Write for our 1939 descriptive 
folder and price list. 


Memorandum selections upon request 
SPECIAL ORDER WORK DIAMOND SETTING 


* 
* Orkin * 
JEWELRY MANUFACTURING COMPANY 
“The House of Service’ 


Southland Life Building Dallas, Texas 
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Tri-State Convention Is Set 
For Lord Baltimore Hotel May 7-8; 
Expect 400 Will Attend 


Battrmore—Arrangements for the an- 
nual convention of the Tri-State Jewel- 
ers’ Association were fairly well worked 
out at meetings of the committee held 
last month. It was decided that the con- 
vention shall be held on May 7 and 8 
in the Lord Baltimore Hotel here, with 
the first day largely given over to di- 
versions, such as a Sunday afternoon 
boatride, with an entertainment and 
supper on board the steamer. 

Business sessions will be held on Mon- 
day morning and afternoon. For the 
ladies there will be a luncheon at noon 
and a musicale in the afternoon. An 
elaborate banquet and entertainment will 
be held on Monday evening. There will 
be no displays. 

It is expected that more than 400 
jewelers from Maryland, Delaware, and 
the District of Columbia will be regis- 
tered and the most complete arrange- 
ments are being made for the comfort 
of the visitors. The Baltimore members 
are determined to excel meetings of re- 
cent years in hospitality and good cheer. 

The chairmanships of the various com- 
mittees are as follows: 

President and general chairman, C. 
Howard Millikin, of the Hennegen-Bates 
Co., Inc.; program, J. G. Engel, of J. 
Engel & Co., Inc, chairman, and Harry 
Greenbaum, of M. Greenbaum & Sons, 
assistant chairman; publicity, Phil Katz, 
of S. & N. Katz; entertainment, S. Jud- 
son Mealy; banquet, Sidney Ross, of the 
Kay Jewelry Co., Inc.; registration, Leon 
J. Engel, of J. Engel & Co., Inc.; men’s 
reception committee, H. J. Schwarz, of 
H. J. Schwarz Co., and president of 
the Baltimore Jewelers’ Association; 
ladies’ committee, Mrs. Leon J. Engel, 





and finance, H. C. Garthe. 


| Tennessee Watchmakers and 
Jewelers Association Will Convene 


At Nashville, May 7, 8 and 9 


NasHvILLE, Tenn.—The fifth annual 
convention of the Tennessee Watchmak- 
ers and Jewelers Association, which will 
be held May 7, 8 and 9, at the Noel 
Hotel, here, will differ from other other 
trade conventions in that the general 
public will be invited to visit the edu- 
cational displays in the hotel lobby. In- 
vitations will go to every high school 
student in this territory, and the gen- 
eral public will be invited by press and 
radio. Other displays, of a strictly mer- 
chandising nature, will be placed on the 
mezzanine. 

This show will probably be favored by 
wholesalers and manufacturers for the 
reason that they will not be asked to 
advertise in a convention program; will 
not be solicited for contributions, and 
will be given free display space. 

Howard L. Carpenter, Providence, R. 
I, former president of the National 
Wholesale Jewelers Association, and 
president of the Jewelers Board of 
Trade, will deliver the opening address, 
on Sunday night, May 7. A. C. Becken, 
Jr., Chicago, will be the speaker at the 
| banquet, Monday night, May 8. 
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Rose 


The Baltimore Rose is 
a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 


We make odd pieces 
and special work 
made to order. 


The 
SCHOFIELD 
COMPANY 


. Silversmiths 
Established 
1871 


331 Charles St. 
BALTIMORE 
MARYLAND 









104-106 WEST 

FAYETTE STREET 
BALTIMORE, MD. 

“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY ® 
s HOPKINS PLACE, BALTIMORE, MD. 











ARE YOU AMBITIOUS ? 


Successful career as skilled 
watchmaker awaits you 


@ You can be one of the hundreds of 
ELGIN graduates who hold impor- 
tant positions with leading jewelers 
or own profitable businesses ! Enroll 
now at America’s outstanding watch- 
makers college, sponsored by Elgin 
National Watch Company. Learn 
actual shop routine under expert in- 
structors. Splendid opportunity for 
young men to get ahead. Moderate 
tuition. For full information, write 
Dept. G-4. 


ELGIN WATCHMAKERS COLLEGE 
E. L. Schmidt, Registrar Elgin, Ill. 























| DIAMOND CUTTING 


Re-Cutting Price Net—Special 


Y% and % Carat $5; % and % Carat $9 
% and % Carat 7| % and 1 Carat 10 


Removing Chips $1.50 to $3.00 


Estimates Furnished 






Memo selection of diamonds on request. 








Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 











GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








Your JOBBER Has 


NEWALL 
“Quality Findings” C 


The Newall Mfg. Co. - Chicago 








if you want a Complete Catalog of 


) IN 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 











Srcompuabl 


BECKER-HECKMAN CO. 


28 E. Madison St. CHICAGO, ILL. 











Send Glass Sizes for Estimate 
Designs and Materiais - No ODligation 


CAMDEN ARTCRAFT Co. 160 N.Wells Sc. 


CHICAGO.! 





CHICAGO 


Sol Cogan, of the Manheimer Watch 
Co., is sojourning a few weeks in Miami, 
Florida. 

A. L. Fuller, manager of the Fowler 
Co.’s Chicago office, spent several weeks 
in Florida accompanied by Mrs. Fuller. 

Maurice Swartz, president of Swartz & 
Co., 10 S. Wabash Ave., spent last month 
in Florida accompanied by his family. 

George Taylor, of South Texas Whole- 
sale Jewelers, Corpus Christi, Texas, 
visited Chicago last month on a buying 
trip. 

H. Goodman of Weksler & Goodman, 
Inc., 5 S. Wabash Ave., left in January 
for two months in Florida. Mrs. Good- 
man accompanied him. 

Dan H. Childs, popular representa- 
tive for Bliss Bros. Co., Attleboro, vis- 
ited Chicago in February as he returned 
East from California. 

George W. Cureton, Newall Mfg. Com- 
pany and Mrs. Cureton left last month 
for a trip to California and will spend 
three weeks in Honolulu. 

C. I. Josephson, Sr., of C. I. Joseph- 
son, jewelers, Moline, Ill., and Mrs. 
Josephson are spending a two months’ 
vacation on the Pacific Coast. 

The Illinois R.J.A. will hold its 32nd 
annual convention at Hotel Kaskaskia, 
La Salle, Ill., May 1 and 2. An informal 
meeting will be held on Sunday night, 
April 30. 

Almin Epstein, president of the Ace 
Watch Co., New York, spent several 
days in Chicago last month calling on the 
trade and established a Chicago office at 
29 E. Madison St. 

Sohigian & Millers, jewelers are now 
located in newer and larger quarters in 
Room 836, on the same floor of the same 
building, the Pittsfield Bldg. 55 E. 
Washington Street. . 

Roland Gsell, president of R. Gsell & 
Co., New York, Hafis and Mount Vernon 
watches, spent some time in Chicago last 
month visiting the trade and his repre- 
sentative, James Flatau. 

Miss Lou Anderson, proprietor of 
the Dwyer & Anderson jewelry store in 
Rockford, IIll., spent several days in 
Chicago recently with friends in the city 
and making purchases for the store. 

W. L. Marchant, sales manager for 
Ostby & Barton Co., has returned to the 
factory at Providence after six weeks 
at the Chicago office and visiting the 
trade in other cities of this territory. 

Ed. Inhoff, vice-president and _ sales 
manager of Ripley & Gowen Co., Attle- 
boro, and George Fligming, Bojar Co., 
Providence, left Chicago in mid-Febru- 
ary to join their families in Florida and 
will return about March 17. 

Mrs. Burt J. Miller, wife of Burt J. 
Miller, of the R. Wallace & Sons Mfg. 
Co.’s Chicago office, died Jan. 27 after 
a prolonged illness. She is survived by 
her husband and one son, Elmer, who 
represents the Wallace company in Indi- 
ana and Michigan. 

Helfer-Patzwald & Co., wholesale jew- 
elers, Chicago and Milwaukee, have 
found it necessary to increase their space 
in the Heyworth building and now oc- 
cupy double their old space on the 13th 
floor. They have also added to their 
sales representation in this territory. 

John J. Wechter of S. Wechter Co., 
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ay 


Inc., 58 E. Washington St., died suq. 


denly at his home Jan. 27. He was at 
business as usual that day. Mr. Wechter 
was born in Chicago in 1881, and became 
associated with his father in the business 
44 years ago. Mrs. Wechter and three 
sons survive. 

The Chicago Metropolitan chapter of 
the American Gem Society held its regy- 
lar monthly meeting in room 529 of the 
Pittsfield building the night of Feb, 8 
when Dr. A. J. Walcott lectured on the 
refractometer. The study group of this 
organization met in the same room Feb, 
15 with increased attendance. 

Members of the Chicago Horological 
Guild and a number of guests met in 
room 529 of the Pittsfield Building the 
night of Feb. 17 with 59 present, to hear 
William H. Samelius talk about escape- 
ment trouble and position variations, 
The next meeting will be March 17 when 
the subject for discussion will be oils, 


Fred Gottlieb, of Frederick M. Gott- 
lieb & Co., diamond importers, 55 &, 
Washington St., sailed Feb. 8 for a busi- 
ness trip to Amsterdam and Antwerp. 
En route he will stop in England to 
visit his son Robert who is attending 
Cambridge University. Mr. Gottlieb ex- 
pects to return about the middle of 
March. 

J. T. Montgomery, of M. A. Mead & 
Co., Chicago, dropped his duties in the 
Windy City on Feb 17, in order to par- 
ticipate in the winter sports at Sun Val- 
ley, Idaho, from which place he went 
on to San Francisco, and then to Los 
Angeles, where, in his own words, he 
is “going into spring training” for his 
golf game. 

Arthur Lundquist, who started his 
career in the jewelry business with Benj. 
Allen & Co. as a boy, completed 40 years 
of service with the Geo. H. Fuller & 
Son Co.’s Chicago office Feb. 6. For the 
past 20 years Mr. Lundquist has been 
in charge of the office here. His time of 
service is just half that of the company 
which celebrated its 80th anniversary 
last year. 

Marvin R. Miller, 60, watch inspector 
for the Chicago & Northwestern Rail- 
way, representing National Railroad 
Time Service, who operated a store in 
the Northwestern station in Chicago, was 
stricken while in his store Feb. 6 and 
died a few hours later. Mr. Miller be- 
came associated with Benj. Allen & Co. 
at an early age and later was identified 
with A. M. Church in the watch and 
inspection business. 

Fred L. Sholtus, well known in the 
jewelry trade in Chicago, died recently 
at the age of 59. He was born in Ro- 
chester, N. Y., and at 14 began his 
jewelry career with the Glenny Jewelry 
Co. of that city. Later he went to the 
J. E. Caldwell & Co. store in Philadel- 
phia. In April, 1906, he came to Chi- 
cago to be associated with C. D. Pea- 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 
Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, IIl. 
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, Inc, and was there until his death. 


Mrs. Sholtus survives. 

Lawrence L. Doty, who has been asso- 
ciated with The Ball Railroad Time Ser- 
vice and The Ball Co. for many years, 
was married Jan. 13 in Ogden, Utah, to 
Mrs. Grace Van Persyn Thompson. 
Mrs. Doty, daughter of Martin Van 
Persyn, of Evanston, IIl., formerly lived 
in Winnetka, IIl., but has resided in Cali- 
fornia for the past three years. After 
an extended honeymoon, Mr. & Mrs. 
Doty returned to Chicago where they are 
making their home. 

A home-made alarm contrivance in- 
stalled between the Becker jewelry store, 
130 S. Halsted St., and a millinery store 
next door, proved its worth on Feb. 10, 
when two bandits raided the Becker 
store. Before Harold Becker could 
touch the alarm button they had secured 
several watches and were preparing to 
raid the diamond and jewelry cases 
when Vehon rushed in and then rushed 
out to give the alarm. The bandits made 
a hasty exit with the watches only. 

The regular monthly luncheons of the 
Chicago Jewelers Club were resumed 
Feb. 17 when members gathered in the 
Crystal room of the Hotel Sherman with 
about 80 present. President John G. 
Leiner presided. The treasurer’s report 
was quite satisfactory and especially the 
financial report on the banquet which in- 
dicated a small profit. Adolph Braude 
Corp. was elected to membership. A si- 
lent standing tribute was paid to the 
memory of an honorary member, Joseph 
Milhening, recently deceased. 

Charles R. Pederson, associated with 
Thos. J. Dee & Co. for the past ten 
years, died suddenly on Feb. 18 while on 
vacation visiting relatives in Ohio. The 
remains were cremated in Cleveland and 
memorial services were held in Chicago, 
Feb. 24. Mr. Pederson was born in New 
York, Oct. 28, 1894, and came to Chi- 
cago aS a young man. He was associ- 
ated with the J. Milhening, Inc., and 
other prominent jewelry manufacturing 
companies here for years until his health 
failed. After two years in Arizona he 
returned and became sales representative 
for Thos. J. Dee & Co. and in the past 
ten years became known to jewelry 
manufacturers throughout the country. 
Mr. Pederson is survived by his widow, 
Ann, and his mother. 





Joseph Milhening, Chicago, 
Founder of Manufacturing Firm, 
Dies in his Hundreth Year 


Cuicaco—Joseph Milhening, who at- 
tained the age of 99 years last Dec. 2 
and who has been associated with the 
jewelry manufacturing business since 
1856, died Feb. 7 at his home in Evans- 
ton, Ill. 

Mr. Milhening was born in Scotland 
and was brought to the United States 
by his parents when one year old. At 
the age of 17 he started serving an ap- 
prenticeship with Churchill & Stanley 
Co., manufacturing jewelers in New 
Britain, Conn. He came West in 1867 
and three years later established in Chi- 








PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Bm Orient, Cultured Pearls in Neck- 
\ laces and Jewelry of all kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chieage 
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cago the jewelry business which now 


bears his name, J. Milhening, Inc., and | 


which he carried successfully through 
fires, disasters and panics. He continued 
to be active in the business up until a 


few years ago when he retired from ac- | 


tive management in favor of his son, | 


Frank Milhening, who with a daughter, 
Mrs. Frank Rasmussen, survives. 

The character of Mr. Milhening and 
the high standards he set in the opera- 
tion of his business were beneficial in- 
fluences throughout the whole jewelry 
industry. 

Upon the occasion of his 99th birth- 
day, leading jewelers and jewelry insti- 
tutions in every section of the country 
united in a tribute to this leader of many 
years and presented him with an em- 
bossed testimonial book containing let- 
ters from many of those who had known 
and admired him. 





Armed Quartet Holds Up Busch 
Store in Chicago and Escapes 
With Jewelry and $200 in Cash 


Cuicaco—The Busch jewelry store at 
3258 Lincoln Ave., suffered considerable 
loss recently when four armed men 
raided the store and escaped with valu- 
able jewelry and $200.00 in cash. The 
bandits terrorized the nine employes of 
the store while a fifth man remained at 
the wheel of an automobile in which they 
escaped. 

Chester Walsh, assistant manager, 
pressed a button to start the burglar 
alarm but the four men disregarded the 
alarm bell and proceeded to scoop the 
jewelry and watches from the show win- 
dows into a cardboard box, to which was 
added valuables from the show cases and 
safe. All of the employes were forced 
to lie on the floor guarded by two of 
the bandits while the other two gathered 
up the watches, jewelry and diamonds. 

A detective squad car, attracted by 
the alarm, chased what they believed 
was the escaped car but the police were 
out-distanced. 

The only clew was found on Feb. 8 
when jewelry boxes were found in the 
remains of a bonfire. Partially burned 
boxes, a gold wedding ring and a par- 
tially burned money order were identi- 
fied as part of the loot taken from the 
Busch store. 





Non-Jewish Employes 
Give to Aid Refugees 


SeattteE, WasH.—The senior members 
of the firm of Weisfield & Goldberg, re- 
tail jewelers with stores in Seattle, Ta- 
coma, Portland and Bellingham, were re- 
cently presented with a check for a siz- 
able amount, to be used in the work of 
aiding refugees from Germany and other 
countries, by their non-Jewish employes. 





DISPLAYS FOR JEWELERS 


Display: Fashions, 439 S. Los Angeles 
Street, Los Angeles, Cal., which for a 
number of years has specialized in cus- 
tom-built displayers for the exclusive 
trade, is now servicing the jewelry trade. 
It has a line of displays for all types of 
jewelry, made of mirrors and lucite, a 


transparent plastic material. The firm | 
also makes special displayers to order. | 


This company is the originator of flex- 
ible mirror molding, which is easy to 
apply and can be bent to fit any shape 
of display. 


137 








| 
| 
| 








| REFINISHED 


WATCH DIALS | 
RESTORING | 
Beauly i & Liciency | 


ESSENTIAL THE M Nv =H 





KIRK-RICH DIAL CORP. 


Heyworth Bidg., Chieago, Il. 





Allen Bidg. 315 W. Sth St. 
Dallas, Texas Les Angeles, Cailt. 
Clark Bidg. 
Pittsburgh, Pa. oy a 
220 Bagley Av., Detroit panei 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 








McRAE & SHAW 


168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
“THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS” 








A MILLION DOLLARS 


of discontinued sterling and silverplated 
flatware is laying idle in Jewelers’ cases. 
We will help you dispose of it at 50% of 
the retail price—Rush us your list of all 
pieces—We sell at 75% of retail price. 


SILVER STATE EXCHANGE 


Box 695, Colorado Springs, Colo. 




















fpcme WATCH CO. 
5 S.WABASH AVE. CHICAGO ILL. i 
USED WATCH % 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATiantie 1465 
























GOLD and SILVER 


Scrap and Wastes 


IPURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 














“VERNON-BENSHOFE CO. 


933 Ridge Ave. Pittsburgh, Pe. 

















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bldg., Pittsburgh, Pa. ATlantic 2336 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
| orders. 


TRIANGLE 
JEWELRY MFG.CO. 


602 Clark Bidg.. Pittsburgh. Pa. At. 7723 











The Central Jewelry Store, DuBois, 
Pa., has been remodeled. 

Meyer Slote, Erie Pa., jeweler, has 
moved to 1318 Turnpike St. 

Sam E. Hall of Hall Bros. Co., Inc., 
is vacationing at Miami, Fla. 

Harry Landaw, Landaw Bros., Clark 
Bldg., is home from a New York busi- 
ness trip. 

Harold Gerston, who operates stores 
in Beaver Falls and Ellwod City, was 
married Jan. 29. 

Gus Bastheim of the Henry Wilkens 
& Co., Inc, and Mrs. Bastheim, are 
vacationing at Miami Beach. 

S. Binstock of this city has opened 
the LeNardes Jewelry Store at 660 
Philadelphia St., Indiana, Pa. 

New lighting fixtures were recently 
installed in the McAnlis jewelry store, 
1108 7th Ave., Beaver Falls, Pa. 

William Rosenstein and Louis Eck- 
stein of the Triangle Jewelry Mfg. Co., 
Clark Bldg., are home from a vacation 
in Florida. 

The remodeled Roberts Jewelry Store, 
509 Main St., Zanesville, O., has re- 
opened. Maurice Schusterman is owner 
and operator. 

Martin M. Kramer and wife, and 
Joseph Krauss, of Krason Co., and Mrs. 
Krauss, have returned from a vacation 
at Hot Springs, Ark. 

Local jewelers are supporting the new 
10-point program of the Pittsburgh 
Chamber of Commerce which calls for a 
Greater Pittsburgh industrially. 

S. F. Sonnedecker has opened the 
Kitty Kelley specialty gift shop in the 
Home Savings and Loan Bldg., Salem, 
O. Miss Cynthia Johnston is manager. 

H. S. Volkin has been named manager 
of the Darling Jewelry Co., Erie, Pa., 
succeeding A. L. Rosenfeld, who has 
taken an executive post at company 
headquarters, Washington, Pa. 

C. C. Gabel, representing the 1847 
Rogers division of International Silver 
Co., Meriden, Conn., spent some time 
recently visiting their local wholesale 
distributors, Biggard & Co., Inc., Graf- 
ner Bros., and Samuel Weinhaus Co. 

Recent out-of-town buyers to call 
upon the local wholesale trade included: 
M. S. Slavin, Morgantown, W. Va.; 
Louis Grillo, Greensburg, Pa.; William 
Moss, Monessen, Pa.; J. H. Luxenberg, 
Indiana, Pa.; Martin Morrow, McKees- 
port, Pa. 

Announcement has been made of the 
engagement of A. W. Hepler, Jr., son 





THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF NATIONALLY KNOWN MERCHANDISE 





ELGIN 


ANNIVERSARY WATCHES 
UNTIL MARCH [8th 


| 9.75 


STOCK NOW AVAILABLE 





ELECTRICAL APPLIANCES 


MIXMASTER 
TOASTMASTER 
SHAVEMASTER 

FADA RADIOS 
THE SEASON'S FASTEST SELLING LINE 1.00 COSTUME JEWELRY 


MERCURY 


NEW CANDID CAMERA 
BY "UNIVEX" 


25.00 


OTHER MODELS 5.95-7.50 








THE MOST DIVERSIFIED LINE IN THE TRI-STATE DISTRICT 





720-722 PENN AVENUE 





PITTSBURGH, PENNA. 
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of A. W. Hepler of W. W. Wattles & 
Sons Co, Inc., and Mrs. Hepler, to Miss 
Ida Dunham of South Londonderry, y; 
Mr. Hepler will complete his course 4 
Princeton Theological Seminary this June 
An early Fall wedding is planned, 
After a year of temporary organiza. 
tion, Oil City and Venango county wateh. 
makers have organized the Venan 
Horological Guild No. 3, with head. 
quarters in the Odd Fellows Bldg, Qj 
City, Pa. Robert Kramer is president 
and H. P. Thompson, secretary-treg- 
surer. Monthly meetings are being held, 





Western Pennsylvania R. J. A. 
Elects Temporary Officers 
And Expects 250 Members 


PirrssurcH — Temporary officers were 
elected as follows at the organization 
meeting of the Retail Jewelers Associa. 
tion of Western Pennsylvania, Jan. 31 in 
the Roosevelt hotel: 

Leonard D. Helfer, of Helfer’s, Inc, 
715 Liberty Ave., president; Herman 
Crown, of Crown Jewelers, New Ken- 
sington, treasurer, and Attorney Herman 
Hollander, 519 Plaza Building, secretary, 

The organization also named two con- 
mittee chairmen, John C. Grau, 1802 
Carson St. and 613 E. Ohio St., NS, 
chairman of the membership committee, 
and Phillip B. Krauss, of the Krason 
Co., 7383 E. Ohio St., N.S., chairman of 
advertising and publicity. 

The organization has been granted a 
charter and dues are $5 annually, with 
an initiation fee of a like amount Ac- 
cording to President Helfer, the organi- 
zation hopes to eventually have a men- 
bership of 250. 

Many jewelers outside of Pittsburgh 
notified the committee in charge of their 
intention to join, but they were unable 
to attend because of the _ inclement 
weather. 


Over 600 Will Attend 
U. H. A. Convention May 14-17 
At Roosevelt Hotel, Pittsburgh 


PrrrssurcH — Between 600 and 1000 
watchmakers from all parts of the 
United States are expected to attend 
the fifth anniversary convention and 
exhibition of the United Horological 
Association of America, Inc., which 
meets at the Roosevelt hotel, this city, 
May 14-17, according to J. Philip Som- 
mer, state association chairman, 1524 
Beaver Ave. 

The exhibit will be held in the Blue 
room and local material houses such as 
Martin Gluck & Sons, Landaw Bros, 
and C. & E. Marshall Co. have taken 
space. Elgin, Hamilton and Waltham 
watch companies will also display. There 
is room for approximately 20 exhibitors 
and all of the space is expected to be 
sold. Further details will appear in the 
April issue of this journal. 








The W. A. Sheaffer Pen Co., on Feb. 
2, declared a dividend of $1.00 per share, 
plus an extra 25c. on the common stock. 
The $1.25 dividend was paid Feb. 25. 
The directors reported that January 
sales were the second largest in the com- 
pany’s history, exceeded only by 1929. 
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Howard D. Schaeffer Celebrates 35th Year with Elgin, 


As Watch Company Prepares to Mark Its 75th Anniversary 


Every, Inu.—With a chuckle over his 

first day on the job, Howard D. Schaeffer, 
vice-president of the Elgin National 
Watch Co. and widely known to the 
jewelry trade, is celebrating his 35th 
year in the company. 
“It was Feb. 22, 1904, when the young 
Schaeffer reported for work as an office 
boy in the Elgin company. At three in 
the afternoon the office closed in honor 
of Washington’s birthday. On his return 
home, his astounded family said, “What's 
the matter, lose your job, son?” To this 
day, he enjoys his boyishly big-eyed im- 
ression of a company so large it could 
close for national holidays. 

More concerned today with active 
events to come than with reminiscing 
about the past, Mr. Schaeffer is keenly 
interested in such future projects as this 
year’s celebration of the Elgin company’s 
75th anniversary, the Elgin watch ob- 
servatory building at the New York 
World’s Fair, and in his “sole hobby,” 
as he confesses it,—his eight-year old 
daughter, Betty. 

From his post as office boy to his 
present position as vice-president, Mr. 
Schaeffer has steadily risen in the com- 
pany, becoming well versed in all branches 
of the business. He was soon promoted 
from office boy to a job as shipping and 
billing clerk, later going into the factory 
where he worked in various departments 
to gain a thorough knowledge of the 
manufacture of Elgin watches. Next he 
was placed in charge of the Chicago office 
service department where he remained 
five years. In 1916 he entered the sales 
division and after seven years’ experi- 
ence as a representative out in the terri- 








Vice-President Schaeffer, over a national tele- 

phone hook-up, telling Elgin's wholesale distribu- 

tors and their salesmen of the company's plans 

for an outstanding merchandising campaign to 

signalize the 75th anniversary of Eigin watches 
in 1939 


tory, was made sales manager in 1923. 
He was named assistant to the president 
in 1928, and vice-president in charge of 
sales in 1932. 


When Mr. Schaeffer came with the 


Elgin National Watch Co., it was a 
thriving concern of 40 years of age. 
Among other marks of progress he has 


witnessed in the company have been the | 


building of the Elgin observatory in 
1909, the complete rebuilding of the fac- 
tory, establishment of the Elgin Watch- 
makers’ College in 1920, and the sale of 
24,404,390 out of a total of thirty-eight 
million Elgin watches. Mr. Schaeffer is 
a past president of the Chicago Jewelers’ 
Association, and was one of the organ- 
izers of the Chicago Jewelers’ Club. 








BENEDICT DESIGNER 





7 


A new silver-plated flatware service 
known as the Prince Regent pattern has 
been designed by A. Frederick Saunders, 
art director of the Benedict Mfg. Co., 
East Syracuse, N. Y., to commemorate 
the firm’s 55th anniversary. 

In the new pattern Mr. Saunders has 
recreated the leaf gadroon design, a 
decorative border of classic simplicity 
based on the acanthus leaf. 

Mr. Saunders has been designing for 
Benedict since 1907. Before joining the 
staff of Benedict he was a designer for 
the George W. Shiebler Co., silversmiths, 
New York. 

He is a graduate of the Pratt Insti- 
tute and a member of the Associated 
Artists of Syracuse. While with Bene- 
dict he has created many designs which 
won national acclaim. 
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New "“Watchmaster" Price Extends 
Use of Machine Timing 


Greatly increased orders for their new 


type of watch-rate recorders have re- | 
sulted in a substantial price reduction, | 


according to American Time Products, 
Inc., who are distributors for Western 
Electric watch-rate recorders. 


The need for recorders has been in- | 


creasingly felt by watchmakers and 
jewelers who do not own them. Because 


of the advertising of the equipped | 


stores, the public is coming to regard a 


time recorder as necessary equipment | 
for watch dealers, and a mark of re- | 


liability and modernism. It is often 
found that these machines attract enough 


extra trade to cover their entire cost | 


within a short period. 
In 15 seconds, The Watchmaster, as 


this recorder is called, electrically pro- | 


duces a chart recording the beat of a 
watch in any position. From this dia- 


gram the exact running condition of the | 
watch may be readily determined. For | 


example, a straight line shows perfect 
time, an upward slant of six lines shows 
a 24-hour gain of 30 seconds, a zigzag 
line shows an eccentric escape wheel. 
Plans are under way to make the pub- 
lic even more generally aware that 
watches and repair work may now be 
“Watchmaster-certified.” 


PARKER ADVANCES BLACK 


JANESVILLE, Wisc.—J. N. Black, for 
several years assistant sales manager of 
the Parker Pen Co., has been promoted 
to general sales manager. 
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How 


is Your Belt 
BUSINESS? 


It Could Be Better! 
If you Featured the 


BRAXTON 


This is not just another leather strap—but 
the only belt manufactured with a special, 
built-in comfort feature. 





When you sell a “BRAXTON” you gain 
a customer and keep a friend. 


Genuine COWHIDE, 1” and 1%”, $18.00 
r dozen without buckles. Genuine 
IGSKIN, 1” and 13%”, $24.00 per dozen 

without buckles. With bronze tongue 

buckles, add $1.50 per dozen extra.) 

Write us. 


STERLING 
BUCKLE 
No. 7903 


$9.00 
A DOZEN 


Tie chains 
to match 


$6-0 


a dozen 


Yellow Gold Filled Buckles 
and Tie Chains 


TO DEALERS—Upon request we shall 
be happy to send one of our salesmen who 
will demonstrate and explain the unique 
features of this belt, including the business 
building, profit making possibilities asso- 
ciated with it. 





Territory open for good 
live salesmen—Write today 


Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND CUTTING 


expert work ... fast service 


DD ibNesiwanssccoe $ 9.00 per carat 
0 ee 10.00 per carat 
OO ee 11.00 per carat 
ee 12.00 per carat 
ER ccG oa ene ho 05 14.00 per carat 
OS eee 16.00 per carat 
e DOTS oc cccscsnes ves 18.00 per carat 
J ee 26.00 per carat 


LITWIN & SONS 


114 West Sixth St. 
CINCINNATI, OHIO 








Diamond Rings - - -Specializing in 
Diamond Rings 
you can sell. 

Jewelry 2 © © © © =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 








LOCKETS 


Complete with 18- 
inch Rope Chains 
all 1/20 12Kt. GF 
Quality put up in 
_ individual gift dis- 
_ play boxes. 

ONLY $4.00 


EA. KEYSTONE 

| Five Different Shapes 
_ Available, Including 

-3 Heart Shape. Send for 

Selection Today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 
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FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 
ELGIN—*HAMILTON 
* ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also alt well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 

















Mrs. Elizabeth Dunn, mother of James 
A. Dunn of the Gerwe-Frohman Co., 
died in February. She had been ill 
several years. 

Harold Hagedorn, associated with 
A. G. Schwab & Sons, both as a salesman 
and stockholder, recently married Miss 
Vernell Rish of Columbia, S. C. 

Bertha Adler, jeweler, has moved to 
No. 933 Chamber of Commerce Bldg., 
4th and Race Streets, from the building 
at 9 W. 4th Street, which is being de- 
molished. 

The appointment of Harry Ross as 
general manager was announced by the 
Jackson Jewelry Co., 7th and Vine Sts. 
Ross formerly was general manager of 
the Meyer Jewelry Co., Detroit. 


A. W. Kampf, retail jeweler in the 
Palace Hotel building, recently took on 
a salesman, Herman McKnight, who had 
become Mr. Kampf’s son-in-law by vir- 
tue of his marriage to Miss Mary 
Kampf. 

Algernon Chapman, vice-president of 
the Loring Andrews Co., Inc., and his 
sister, Miss Helen Chapman, were in- 
jured when their automobile skidded on 
the ice and overturned into a ditch on 
Torrence road. Both were sent to a 
hospital and have since made full re- 
covery. 

Guenthers Jewelers, a recent enter- 
prise in retail circles, has opened at 617 
Vine St. The firm consists of Mrs. O. B. 
Wise, Andrew Rolfes and Herman Mc- 
Knight. The store formerly housed a 
unit of William F. Grassmuck Sons, Inc., 
which has combined its interests at 34 
E. 4th St. 


Al Esberger, jeweler, took a promi- 
nent part in the recent election of the 
Central Vine Street Business Men’s 
Association. Esberger has held every 
office in the association and recently was 
named ambassador for the group. Rob- 
ert W. Braun, jeweler at 16 W. Liberty 
St., is also a member. 


Edward P. Sohngen, who is interested 
in the retail store of Vogelsang, jeweler, 
Fifth and Main Sts., took his annual 
vacation in Florida. So did Richard 
Welling, retail jeweler of Lockland, who 
went South with John A. Gerwe, promi- 
nent wholesale jeweler. Both were ac- 
companied by their families. 


Recent visitors in the Queen City 
were: Louis Radt, Max Moser, Bill Ro- 
mans, Ralph Lewis, diamonds; Sam 
Weintraub, precious stones; George Fre- 
denberg and G. W. Whiteside, Parker 
pens; Bill Hayes, Ronson lighters; Ed 
McKenna, International Silver; William 
Coombs, Sloan & Co.; Archie Denker, 
Newall Co.; P. J. Armeny, Baker & Co., 
and Jack Hagel, retail jeweler of Wash- 
ington, Ind. 

Several changes have been effected by 
the S. Silverman Co., wholesale jewelers, 
525 Walnut St. The firm enlarged its 
quarters by taking on an additional 
office. Harold Silverman, who had been 
house man for the firm, went on the road 
to travel Ohio, Indiana and Kentucky. 
His place in the office was taken by C. 
Flanagan, who had been connected with 
the Gerwe-Frohman Co. R. G. Wallen- 
stein is traveling in the Carolinas for 
the firm. 
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P. J. Armeny of Baker & Co., Neway 
N. J., is a full fledged, member of the 
Town Criers of Cincinnati. He was one 
of a group of nine who were welcomed 
into the traveling men’s organization 
shortly after the annual meeting was 
held at the Cincinnati Club. Their aq. 
mission was the first step made } 
George E. Brown’s administration to 
make the group larger and more active 
during the year. “P. J.” is widely known 
in Cincinnati and visits the Queen (Cj 
several times a year. The other eight 
new members are local and _ include; 
Harold Stahmer, Russell Sweeney, Her. 
bert Lohman, J. R. Cassedy, W. R, 
Whitaker, Al Jaspers, Arthur Hirsch. 
field and Mel Sugarman. Hirschfield jg 
secretary of the Wholesale Jewelers & 
Manufacturers Association. 


F.T.C. Complains Against Use 
Of Term "Manufacturer in 
Joseph Sculler Printed Matter 


Wasnuincton—Use of unfair and de- 
ceptive acts and practices in connection 
with the sale of jewelry, watches and 
gift articles is alleged by the Federal 
Trade Commission in a complaint issued 
against Joseph Sculler, Inc., 35 E. Gay 
St., Columbus, Ohio, and against the offi- 
cers of the company, Joseph Sculler, 
president, Mrs. Joseph Sculler, vice- 
president, and Hamel Curwin, secretary. 

The complaint charges that the use of 
the word “manufacturing” in the phrase 
“manufacturing jeweler wholesale,” ap- 
pering on letterheads, invoices and other 
printed matter circulated by the re- 
spondents, serves as a_ representation 
that they own, operate or control a plant 
in which the articles they sell are manu- 
factured. 

According to the complaint, the re- 
spondents are engaged in the wholesale 
and retail business, and the merchandise 
they sell is not made by them but is 
manufactured in plants which they 
neither own, operate nor control. 

The complaint allows the respondents 
20 days to file answer. 








Ohio Watchmakers Expect 
Licensing Action by April 16 


CincinnatI—The annual convention 
of the Ohio Watchmakers’ Association, 
originally set for March in Cincinnati 
was set back to April 16, because of the 
course that might be taken by the licen- 
sing bill. By the April date, the com- 
mittee expects to report enactment of 
the measure or that its course may have 
been sidetracked. In either event 4 
definite report will be made at the 
April session. 

One of the local outside interests 
working for the bill is the Better Busi- 
ness Bureau through Karl T. Finn, man- 
ager. 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Dreayer’s Jewelry Co., Inc., 222 Wash- 
ington St., has removed to 36 Hanover 
a annual meeting of stockholders of 
the Waltham Watch Co. will be held at 
the factory at Waltham, Mass., March 13. 

L. H. Vancore, jeweler of Colebrook, 
N. H., inspected the new spring jewelry 
lines here recently. 

Teviah Sachs and Harry Goldstein, 
executives of the Gruen Watch Co., Cin- 


cinnati, visited Boston early in February. | 


William Weiler, of Weiler & Martin 
Co. wholesale jewelers, 387 Washing- 
ington St., has returned to business after 
an absence of several weeks. 

John Hall, New York office manager 
of the Hamilton Watch Co., visited 
wholesale distributors of Hamilton 
watches here early last month. 

Boston wholesalers’ traveling repre- 
sentatives are covering their various 
territories, many starting out on Feb. 6 
with smart spring offerings in jewelry 
and kindred lines. 

Jasper W. Stone, jeweler, 47 Main St., 
Charlestown, Mass., on Feb. 16 cele- 
brated his 89th birthday, greeting old 
friends and customers, many of whom 
represent the third generation. 

William Selberg, representative of the 
Elgin National Watch Co., in New Eng- 
land, and Al Krueger, of New York 
State, arrived here Feb. 1, from Chicago, 
where they attended the annual sales 
conference. 

John E. Woodend, 78, of Arlington, 
Mass., associated for many years with 
Ripley-Howland Mfg. Co., 333 Washing- 
ton St., died of a heart attack in Cam- 
bridge, while on his way home from 
Boston, Feb. 9. 

Arthur S. Kelley, president of Norling 
& Bloom Co., 387 Washington St., ac- 
companied by Mrs. Kelley, left Feb. 11 
on a pleasure trip to Fort Lauderdale, 
Florida, where they will be the guests of 
Fred Harwood, a former Boston whole- 
saler. 

Norman Hayes, diamond buyer and 
sales manager of D. C. Percival Co., Inc., 
373 Washington St., returned from a 
European buying trip Feb. 1. His ar- 
rival at the diamond markets early in 
January, said Mr. Hayes, made possible 
the inspection and selection of gems not 
otherwise readily obtainable. 

When the Greater Boston community 
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fund drive ended with a new high of 
$4,459,746, the jewelers came through, 
filling their quota. 


Joseph Emanuels, watchmaker, for- 


merly located at 387 Washington St., | 


died at the Odd Fellows Home in Wor- 
cester, Mass. 


trade functions. For 20 years he was 
treasurer of the New England Watch- 
makers Club. 


Richard S. Shreve, son of Benjamin 


D. Shreve, president of Shreve, Crump | 
& Low Co., Boylston at Arlington St., | 
was married in Emmanuel Church, Balti- | 


more, to Miss Mary Elizabeth Wampole. 
Many Bostonians attended the wedding. 


Mr. Shreve and his bride on their return | 


from a month’s wedding trip will make 
their home in Salem. 


William Trefry, senior partner of the | 


firm of Trefry & Partridge, jewelers, 
Beacon and Park Sts., on Feb. 1 cele- 


brated his 50th anniversary as a jeweler. | 


He has been located in the same section 
of Boston throughout his long career as 
a jeweler, and is a recognized authority 


on silver and jewelry produced by the | 


early American craftsmen. 

The Massachusetts & Rhode Island 
R. J. A. met Feb. 1, President L. Blaine 
Libby presiding, to perfect plans for the 
annual convention to be held in Boston, 
April 26. The association will cooperate 
with the U.H.A. to secure a strong 
representation of the trade at the hear- 
ing before the Massachusetts legislative 
committee on the watchmakers’ licensing 
bill. 

The Boston Jewelers Association held 
the first meeting of the 1939 season at 
Hotel Bellevue, Feb. 13. The member- 
ship committee reported a steady in- 
crease of applications. Two new com- 
mittees were appointed. One committee 
is to establish a charitable fund for the 
benefit of organization members, while 
the second committee is to establish a 
bureau for the maintenance of employ- 
ment among members of the organiza- 
tion. 

Boston wholesalers, on Feb. 1, dis- 
played the new lines for the spring sea- 
son, and New England jewelers, alert to 
the changes in style and merchandising 
ideas, made the event a three-day holi- 
day. Among the visiting jewelers were 
W. F. Blanchard, Gloucester; J. A. Mal- 
loy, Portsmouth, N. H.; E. R. McClin- 
tock, Dover, N. H.; M. E. Banks, Con- 
cord, N. H.; W. E. Fritz, Quincy; F. P. 
and J. G. Gurney, Brockton; John Dow, 
Portland, Me.; Robert De Montigny, 
Nashua, N. H.; C. W. Hatch, Claremont, 
N. H.; W. A. Sawyer, Keene, N. H.; 
E. E. Franks, Worcester; A. B. Duncan, 
Portsmouth, N. H.; W. F. and Albion 
Keith, Portland, Me.; J. F. Kahl, Pitts- 
field; James Kane, Hartford, Conn.; 
Arthur Stern, Lynn; C. A. Douglas, 
Brookline; H. L. Dupre, Biddeford; 
W. S. Preston, Burlington, Vt.; F. Mow- 
rey, Rutland, Vt.; D. Fortin, Waterville, 
Me.; Douglas Nathan, Fitchburg, and 
C. E. Cotter, Lowell. 
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The committee mem- | 
bers representing the trade were: Chair- | 
man E, W. Kirby, vice-chairman Carl | 
Lawton, Allen Davison, John Kennard, | 
Emanuel Alberts and D. C. Percival, Jr. | 


He had been at the bench | 
for 50 years when he retired last August, | 
and had been a familiar figure at all | 
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The Outstanding 
GIFT ITEM 


of the SEASON 
“KARVIT”’ 
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@ New and ap- 
pealing as a Gift 
Department item. 


@ Practical and in- 
dispensable as a 
table accessory. 


r 

THeEse roast tongs are the answer to 
any good host’s carving problems. 
‘“KARVIT” holds the roast firmly and 
makes it easy to carve fowl, beef, leg of 
lamb and other similar delicacies fresh 
from the oven with the fine precision of 
the skilled chef. Show your customers 
that with “KARVIT”: they can “carve 
without embarrassment’”’—and you will 
add another sale for the day. 








The highly polished chromium finish of 
“KARVIT” blends in perfect harmony 
with the elegance of silver and gleaming 
china. 

Dealers’ Price $12.00 a dozen 


2% 10 days. F. O. B. Cincinnati, Ohio 


KARVIT DIVISION 


| 

| QUEEN CITY BUCKLE 
| MFG. CO. 

| TEMPLE BAR BUILDING 
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Where to Buy 
IMPORTED 
China and Glass 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 








162 Fifth Avenue, New York City 





ROYAL DOULTON 


English Bene China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. 


New York, N. Y. 





FINE , Wi CHINA 
Famous the World Over 
Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 








CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. 
variety of patterns: and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 


Importers, 105-107 Fifth Ave., New York 


Great 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 

GIBSON & SONS TEAPOTS 


EDWARD BOOT 


35-37 W. 23rd ST. 
NEW YORK, N. Y. 





SHORT LINES—SERVICE PLATES 


Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. 


New York, N. Y. 





W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 





THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Inc. 
26 W. 23rd St. New York 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Ce. 








In the Field of Advertising 
and Trade Promotion 





For its new Big Ben electric chime 
alarm, the Westclox Division of General 
Time Instruments Corp., is planning a 
national advertising campaign to get un- 
der way April 22 with a full page in the 
Saturday Evening Post. Other media 
are Collier’s, Good Housekeeping, Better 
Homes and Gardens and the roto sec- 
tions of metropolitan newspapers. 

* * * 


Remington Rand’s pre-Easter deal on 
electric shavers, effective Feb. 15 to 
March 31, provides two Rand Close- 
Shavers free with every six Remington 
Close-Shavers a dealer purchases—“a 
mark-up of 100 per cent and a profit of 
50 per cent,” according to Edward V. 
Hickey, general sales manager of the 
company’s General Shaver Division. Pro- 
motion material has been sent to the 
trade. 

* * * 

Display suggestions and ideas for 
jewelers are contained in “The Jewelry 
Merchandiser,” the new house organ of 
Wolfsheim & Sachs, Inc., manufacturers 
of jewelry boxes, trays and displays, 20 
W. 47th St., New York. The first num- 
ber appeared Feb. 20 and subsequent 
issues are planned the same date each 
month. Display pointers for Easter, 
sports jewelry and_ birthstones, to- 
gether with information about lighting 
and modernization, feature the _ initial 
number. The issue also contains swatches 
of window drape and display platform 
covering. 

* * * 

Distributors are now ready to show 
the complete new Ronson lines for 1939 
to their dealer customers. Among many 
innovations in design and decoration, 
Ronson has developed a new goldplate 
finish, which, when applied to lighters 
through a new process, is said to resist 
tarnish and wear to a remarkable degree. 
The Decanter DeLuxe is now featured 
in a tray set including two cigarette 
troughs, while the Touch-Tip is avail- 
able in several new models and combina- 
tions. Many other new ideas are found 
in table and desk lighters, sets and com- 
binations, made by Art Metal Works, 
Inc. 

* * * 

Bulova Watch Co. has concluded a tie- 
up with R.K.O. on the new picture, “The 
Flying Irishman,” which was written by 
and stars Douglas Corrigan, and will be 
released March 17, St. Patrick’s Day. 
The tie-up is based on Bulova’s “Corri- 
gan” model watch. The company will 
provide ad mat and display services to 
Bulova distributors, to enable them to 
tie-up with the picture when it plays in 
their cities. 

* * 

An attractive prospectus illustrating 
its large assortment of wrist chrono- 
graphs has been published by G. L. 
Breitling Co. La Chaux de-Fonds, 
Switzerland, makers since 1884 of 
chronographs, stop watches, split second 
timers and eight-day clocks. The selec- 
tion includes every kind of dial, metal 
and strap, with two-push, 12 hour total- 
izing, waterproof, antimagnetic, shock- 
proof and other special features. 

* * 


The artistic 1939 catalog just issued by 
the Hadley Co., Providence, calls atten- 
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tion to the fact that the number of Haq. 
ley watch bracelets sold has reached a 
figure well over 30,000,000. It then out. 
lines Hadley’s forthcoming national aq. 
vertising campaign, including full pa 

in Vogue, Fortune, Esquire, Harper's 
Bazaar and other magazines, and jj. 
lustrates the current lines of women’s 
and men’s watch attachments, bracelets, 
bands, cords and leather straps, and 
waldemar chains. Also pictured are 
merchandise displays for all these lines, 
The Hadley Co. will mail the catalog to 
jewelers who have have not received one, 

* * * 


L. Heller & Son, New York, plan q 
national advertising campaign in behalf 
of Heller cultured pearls, with half-page 
space in Vogue and 36 leading women’s 
college publications. In its presentation 
to the trade, stress is laid on the new 
Heller policy of selling direct to the re- 
tail jeweler. The company is implement- 
ing its merchandising drive with new 
store and window tie-ups, newspaper 
mats and a “plateau” display. 

* * * 


Using fluorescent lighting perfected by 
the General Electric Co., a new line of 
floor cases in three sizes has been an- 
nounced by the Parker Pen Co., Janes- 
ville, Wis. These lights are tubular and 
give off three times more illumination 
than incandescent lamps, yet generate 
less than half as much heat. The Parker 
“Da-Lite” cases are edged with extruded 
bronze and all visible wood is primavera. 
The cases come 40, 63 and 84 inches 
in length, by 42 inches high and 24 
inches deep. 

* * * 

Oneida, Ltd., makers of Community 
Plate, Tudor Plate, and other lines of 
silverplate, have recently announced the 
largest magazine campaign placed be- 
hind their medium-grade line, Tudor 
Plate, in recent years. The program calls 
for the use of Saturday Evening Post, 
McCall’s, Modern Magazine, Photoplay 
and Good Housekeeping, with half-page 
advertisements in two colors in four of 
the publications and black and white, 
single column, in the fifth, to introduce 
the new Tudor pattern, Fortune. The 
advertising technic includes the offer of 
a deluxe server in the Fortune pattern 
for 25 cents, to interest those people not 
in the market for a complete set of 
silverware. This new pattern is illus- 
trated in the insert facing page 96. 
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DOMESTIC 
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Z LENOX CHINA 
of SERVICE PLATES 








DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. Jd. 





HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. orp warzerorD 
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300 Enjoy Annual Dinner-Dance of New York Horological Society 


Members of the Horological Society 
of New York accompanied by their 
ladies turned out in force for the annual 
dinner-dance of the society at the St. 
Moritz Hotel, New York, Sunday night, 
Feb, 12. 

Following the dinner, President J. L. 
Roehrich placed the proceedings in the 
hands of William Wagner as toastmaster, 
who conducted affairs in his own inimit- 
able and entertaining fashion. 

Theme of the talks following the din- 
ner was the proposed watch licensing 
legislation to be submitted to the state 
legislature at its current session. Speak- 
ers included Fred G. Gruen of the Gruen 
Watch Co.; M. J. Freistadter of the 
Waltham Watch Co.; Howard L. Beehler 
of the Hamilton Watch Co.; Kenneth I. 
Van Cott, general manager of Marcus & 
Co.; Phineas Peters, president of the 
Retail Jewelers Association of Greater 
New York; R. Salomon, past president 
and founder of the society, and Fred V. 
Cole, editor of Jeweters’ Crrcutar-Key- 
stone, all of whom were held down to 
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one-minute talks by Toastmaster Wag- 
ner, in order that the social festivities 
of the evening might get under way 
without delay. 

Slightly more extended remarks were 
permitted to Miles E. Pooler, president 
of the New York State Watchmakers 
Association, who laid before the mem- 
bers the plans of the association for im- 
proving the status of the watchmaking 
craft and extended an invitation to at- 
tend the forthcoming annual convention 
of the state association at Rochester in 
April. 

Telegrams of regret at inability to 
attend because of illness were read from 
Harry B. Kahn, president of the Watch- 
makers Guild of New York, John J. 
Bowman, director of the Horological 
Institute of America, and Jacques Le- 
Roy, vice-president and _ certification 
committeeman of the H.I.A. 

Mesdames Freistadter, Peters, Van 
Cott and Salomon were presented to the 
diners by Mr. Wagner as were several 
other outstanding figures of the watch- 
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making industry scattered through the 
crowd and the drawing for door pri es 
which were many and attractive pro- 
ceeded. Dancing followed. 

Each lady attending the banquet was 
given a compact as a souvenir. 

Committees in charge were: Arrange- 
ments, F. Semon, chairman, I. Lemer, 
M. Aschendorf, B. Mellenhoff, A. L. 
Lazarus and F. Knoll; and reception, I. 
Lemer, H. Morriss, M. Klein, J. L. 
Gruener, W. Hoffsommer, M. J. Schwartz, 
E. Stein and A. Park. 


SAVANNAH CLOCK REPAIRS 


SavannaH, Ga.— For the first time 
since it was installed, the big clock in 
the tower of the Savannah City Hall is 
to undergo overhauling and repair work. 
The clock, made and put up by the 
Howard Clock Co., and valued at $7,750, 
was installed in 1905 and has operated 
without stop for a period of 34 years, 
the only attention given it being to lubri- 
cate it and adjust it. 


Maiden Lane Outing Club Makes Merry at 15th Annual Dinner 


oe : 
’ 
wre ata 


Competitive rivalries were laid aside for the evening, when nearly 200 members and guests enjoyed the good-fellowship of the [5th annual dinner and enter- 
tainment of the Maiden Lane Outing Club at the Park Central Hotel, New York, on Feb. 16. As a souvenir, each guest received a handsome letter opener 
and scissors set in a leather case. Inset photograph is the hard-working secretary of the club on whose shoulders fell much of the burden of arranging the 
party, J. L. Grant, New York manager for Swank Products, Inc. 
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STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


ve souct voor ~=K astenhuber & Lehrfeld 


SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
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Philadelphia 's ‘Foremost Hotel 





This most modern and 
efficient WATCH-RATE 
RECORDER is ... NOW eee pea || 
WITHIN THE REACH OF ALL. im “Walplelal |: 





1, Foremost in size—1200 rooms, all with 
bath, circulating ice water. 
2, Foremost in value—more for your 
money in honest-to-goodness comfort. 
3. Foremost in location—at Chestnut and 
Ninth—in the heart of Philadelphia. 
Write for Particulars 4, Foremost in food—3 excellent restau- 


AMERICAN TIME PRODUCTS, Inc. rants. Air-conditioned in the summer. 
580 Fifth Avenue, New York City The BENJAMIN rranciin 
* 


SAMUEL EARLEY, Managing Director 
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Distributor Western Electric Watch-Rate Recorders 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 
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Special Chucking Tool 


by JOHN J. BOWMAN 


Chairman, Educational Committee, The Horological Institute of America 


(Continued from February issue) 


NOTHER way to hold and drive a wooden arbor, in- 
stead of with face-plate and dog, is to use a wood- 


screw chuck (Fig. 5). This, however, is safe only with , 


decidedly large diameters; and is not as reliable for 
medium diameters as a wood arbor held between centers. 
But the most important use for the wood-screw chuck is 
to place on it a block of wood greater in diameter than 
in length or thickness; and on it turn a shoulder to fit 
friction-tight on work that needs “facing” turning, and 
that cannot be held in any other form of chuck. For 
example, one may have a watch-case which needs some 








mi 






Fig. 5 


turning in the movement-seat, and which cannot be held 
in a bezel-chuck; or a similar problem on some part of 
a clock. If projections, like strap-bails on a wrist watch- 
case, prevent the use of any other chuck, then this wood 
block can be used with a shoulder turned to hold the 
case, and a clearance can be easily cut out of the wood 
for the projections. Another type of work for this chuck 
would be a wheel or disc too large for other chucks, 
that must be held friction-tight by its edge; this can be 
held by turning a recess in the wood block, instead of 
turning a shoulder on it. 


CEMENT-BRASS PLATE WORK 


In the article of this series in November’s JeweLeErs’ 
Circutar-Krystone, the use of cement brasses for staff- 
work was explained. Another type of cement brass is 
exceedingly useful for turning of the “facing” variety, 
for producing surfaces at or nearly at a right angle to 
the axis of the work; and for turning on edges of such 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for March, 1939 


pieces. Examples would be: Making a barrel cover for 
replacing one found battered out-of-true by a botch 
workman in trying to expand it to tighten its fit; turn- 
ing out the recess in a new pallet bridge; holding a wheel 





Fig. 6 


or disc for which one has no chuck to fit; or which needs 
cutting on the edge; making clock-weight pulleys; pre- 
paring blanks for wheel cutting; making tools, etc., etc. 

In Fig. 6, B is the form of cement-brass blank proper 
for staffwork; A is the form needed for flat plate-work 
in any of its varieties. This is shown as furnished by 
manufacturers. But a simple alteration can be made 
on it, that will greatly increase its accuracy in use. As 
bought, the shallow grooves on its face do not hold 








Fig. 7 


enough cement; and there is too much contact-surface 
between plate and work; a bit of hard unmelted matter 
in the cement may remain between plate and work, which 
would throw the work slightly out-of-true. Both of 
these faults can be done away with by turning the face 
of the cement brass as shown in cross-section in Fig. 7. 
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Platinum (Corporation of America 
Announces its incorporation and establishment 


630 Fifth Avenue 
New York, N.Y. 


As Importers and Distributors of 
Platinum, Iridium & Platinum Alloys 


Telephone Columbus 5-4644 














ATTENTION, WATCHMAKERS! 


Are You Preparing for Bigger Things? 


Is watchmaking your ultimate goal, or do you 
aspire to be the manager or proprietor of a 
jewelry store? 


The American Gem Society was founded to offer 
you accurate knowledge of jewelry merchandise 
and jewelry store merchandising — knowledge 
which the watchmaker-salesman formerly ob- 
tained only after long years of tedious observa- 
tion and questioning—if he obtained it at all. 


The A.G.S. course includes: 


Gemology Diamonds 
Jewelry Precious Metals 
Silverware Diamond Grading 
Salesmanship Window Display 
Buying Bookkeeping 
Advertising Stock Keeping 
Turnover Profit and Loss 


Examinations make you a Graduate Member, 
A.G.S., usable when applying for positions. This 
qualifies you as a Registered Jeweler when other 
qualifications are met. 


BEGIN TO PREPARE NOW! 


Write for explanatory literature, giving name of 
firm, if employed. 


AMERICAN GEM SOCIETY 
541 S. ALEXANDRIA —_LOS._ ANGELES, CALIF. 
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BRACELET oul 
ich O supply the 


finest possible 
lubrication for smallest watch 
mechanisms when you use 
Nye’s Bracelet Watch Oil. 
This specialized Porpoise Jaw 
Oil “stays put’ at points of 
lubrication — is non-corrosive 
—resists temperature changes. 
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Your jobber will supply 
Nye oils for 


(1) BRACELET (2) POCKET 


WATCHES (3) CLOCKS (4) 
ELECTRIC CLOCKS. 


INC. 
NEW BEDFORD 








“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 
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Turn out the face of the brass from center and edge, 
leaving a ring standing (6, b) near the edge; face off the 
front of this ring true. What will be gained is: (1) the 
space (a) between the plate and the work (c), is deep 
enough to hold a good body of cement, for a secure 
fastening; (2) the narrow ring will allow any large hard 
grains in the cement to be squeezed into the space, in- 
stead of remaining between work and plate; and (3) the 
narrow ring can be easily turned off slightly, to dress it 
true, which must be done for each separate job. 

A cement plate should always be chosen not much less 
in diameter than the work to be done. Cement plates 
of any diameters needed can be made by fitting brass 
discs to brasses like B, Fig. 6. 

Stick shellac, or lathe cement, may be used for most 
work. But if the piece of work is heavy, or of steel, 
this would cause much heat to be generated by the turn- 
ing, which would soften cement and loosen its hold. For 
such jobs, better use soft solder instead of cement. To 
apply solder, with the brass in the lathe screw-chuck, 
hold it face-up above an alcohol lamp or Bunsen gas 
flame; apply flux and bits of solder; spread the melted 
solder evenly over the plate. The work-blank, previ- 
ously drilled or punched in center and emeried clean, 
with soldering flux spread over its surface, and heated, 
is to be pressed against the hot solder-coated plate (now 
in the slowly running lathe), and trued by its center 
with a pointed wire resting on T-rest, or with a pointed 
center held in the tailstock. 


CONVENIENT MECHANICALLY-ADJUSTABLE CHUCKS 


In describing the use of wood arbors and blocks, it 
was pointed out how these have some advantages over 
certain forms of adjustable chucks. Among the latter, 
however, there are two—the bezel chuck and the uni- 





Fig. 8 


versal face-plate, that should be included in the watch- 
maker’s equipment, because work that is suitable for 
them can be set up in them more quickly than by any 
other means. 

The bezel chuck (Fig. 8) was designed primarily 
for holding round watch-case bezels, for enlarging or 
rounding up the seats in them for crystals. It can also 
be used for holding some other work of circular form; 
but it has the fault of other self-centering chucks (ex- 
cept close-fitting split wire chucks) that it does not cen- 
ter all diameters that it holds, with dead-true accuracy. 
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It would not do, for instance, for holding lower plates 
of watches, generally, for bushing or jeweling opera- 
tions at the center hole. Its best use is for just what its 
name implies—alterations on round bezels, even though 





Fig. 9 


some do try to use it for plate and wheel work. Its un- 
reliability for the latter is due to the fact that, except 
at a few diameters, the jaws touch the work at only one 
point on each jaw; whereas with an ample assortment 
of split wheel chucks (Fig. 9) there is contact of jaws 
with work around the entire circumference—a necessity 
in doing true work of this kind. 

For recessing, bushing, uprighting, jeweling and other 
such operations in eccentric plate, bridge and similar 





Fig. 10 


work, the best device for holding work is the universal 
face-plate illustrated in Fig. 10. The details of the 
construction and use of this will be explained in a later 
article. 


HONOR AUTHOR OF STANDARD TIME 


“The father of standard time” was honored recently 
when the Canadian Jewelers Association unveiled a 
bronze tablet in downtown Toronto in memory of San- 
ford Fleming, Canadian railway pioneer whose system 
of zoning outlined first in an address in Toronto 61 
years ago has been adopted by every civilized nation 
of the world. 

Without standard time, modern civilization would 
revert to the crippling pace of the days before the world 
heard of Fleming’s “selection of a prime meridian and 
the division of the world into time belts.” The first trains 
between Montreal and Toronto, for instance, were re- 
quired to make four time changes during the 350-mile 
trip, there being a difference of 23 minutes in sun time 
between those cities. 

Moved by a printed copy of Fleming’s address, the 
ezar of Russia called a conference which met in Rome, 
later to adjourn to Washington, where stardard time 
was adopted by most countries of the world. Shortly 
afterwards Fleming was elevated to knighthood by 
Queen Victoria. 
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WORKSHOP WOHIES € QUIFIRITIES 


ENCH LIGHTING—I have been having some 

trouble with my eyes which I think may be due to 
the lighting I use on my bench. Can you give me any 
advice about what experience suggests about good bench 
lighting? (Question No. 5180.) H. H. Co., Inc. 


ANSWER—Our general advice on bench lighting is: 
to use one of the regular electric bulbs of about 75 
watts, with blue-tinted glass instead of colorless; the 
bulb frosted on the inside; and to have on your fixture 
a hemispherical shade of rather large size. The latter 
is better than a shade of the form that follows the shape 
of the bulb, because it covers the glare of the bulb more 
completely, so that none of the direct light of the bulb 
is visible to the eve, regardless of the position in which 
the light is used. The hemispherical shade also allows 
more air space between bulb and shade, which keeps the 
shade cooler. Adjust the light to the work so that the 
bulb is never directly visible. You might also try bencl: 
paper of buff or other tint than white to reduce reflected 
glare. 


LIDE-REST ATTACHMENT—In the 

JeweLers Circutar-KeystTone, on page 105, there 
is mentioned a power feed and screw-cutting attachment 
for slide-rest. Where can I buy one of these attach- 
ments? I cannot find this listed in any of the material 
dealers’ catalogs. My lathe is a Webster-Whitcomb. 
(Question No. 5181.) Y. F. 


ANSWER—tThe screw-cutting attachment for your 
lathe can be bought from F. W. Derbyshire Co., Wal- 
tham, Mass. This firm is successor to the Webster- 
Whitcomb Co. You could, if you like, order the attach- 
ment through your regular material dealer. Most mate- 
rial houses omit listing this equipment in their catalogs, 
because sales of it are not frequently made, and manu- 
facturers for the most part make it up to order. 


January 


IVERPOOL WATCH—We have on hand an old 
watch of English make, in heavy gold case, with 
richly decorated dial in different colors of gold. The 
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movement is engraved “Joseph Johnson, 25 Church St., 
Liverpool, No. 11827.” Can you tell us about how old 
the watch is? (Question No. 518 N.) J. McG. 


ANSWER—Joseph Johnson moved to the address, 
25 Church St., Liverpool, in 1816, and remained there 
until he went out of business in 1834. So this address 
fixes the age of your watch at between 105 and 123 years, 


ERIODIC SLOWNESS—Wbat fault is it that 

might account for a watch almost stopping every 
five minutes? The power seems to lessen, so that the 
balance does not get enough impulse, and just about 
unlocks the escapement, but there is not enough power 
to give it motion. Then after a while more power 
comes on, and the balance takes a fair motion. This 
repeats about every five minutes. ‘The watch is a 16 
size “Regina Watch Co.” and seems to have had pretty 
bad treatment by someone trying to repair it. (Ques- 
tion No. 5183.) P. R. Co. 


ANSWER—The effect you describe would be pro- 
duced by a fault in the engagement between the center- 
pinion and the teeth of the barrel. The center-pinion 
will be found to have twelve leaves; the pinion makes 
one turn in 60 minutes, so that a leaf of the pinion 
passes the same point in engagement with the barrel 
teeth (60--12=5) every five minutes. Now if the 
center pinion is not true, there would be a binding of the 
gearing every five minutes while a half or less of the 
pinion is acting. A badly worn center pivot hole could 
allow a faulty engagement all the way around a turn 
of the pinion; the same effect could be caused by pivot 
holes “out of upright” due to mislocated bushing or 
closing of either hole; or to a replaced pinion of too 
large diameter. What you say about “pretty bad treat- 
ment by someone trying to repair” this watch, indicates 
that you will probably find one or more of the faults 
mentioned above when you examine the action of center- 
pinion with barrel teeth. 
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EMENTING ONYX—One of our customers 
brought in a clock for repair on which some of the 
onyx slabs forming the case are broken. Can you give 
us a recipe for a good cement for fastening these broken 
pieces together? (Question No. 5184.) P. A. A. 


ANSWER—The cements for mending broken onyx, 
etc., may be classified as (1) quick-drying cements, and 
(2) slow-hardening cements. Since the latter make a 
stronger joint, we have chosen one of them to recom- 
mend. Mix thoroughly four parts finely powdered gyp- 
sum and one part crushed gum arabic. Dissolve pul- 
yerized borax in water sufficient to make a slightly thick- 
ened solution. Add enough of this solution to the pow- 
der mixture to make a fairly thick paste. Clean the 
broken pieces of onyx, trying them together to make 
sure that no foreign matter could interfere with a perfect 
fit. With a stiff brush, dab enough of the paste on each 
surface to coat it thinly at every point. Press the pieces 
firmly together; bind them together with iron binding- 
wire or any cord that does not stretch. In cementing 
a thin flat slab, lay the pieces on a flat piece of wood 
or metal, and include the latter in the binding. It will 
take from two to three days for the cement to harden; 
then remove the bindings. The stone will be joined 
as strongly as before it was broken. After separate 
broken parts of the clock have all been mended as de- 
scribed, they may be built together to reassemble the 
case, using for cement plaster of Paris mixed with water. 
This is inexpensive and sufficiently strong for holding 
together the broad surfaces in question. For the smaller 
surfaces on the ends of broken slabs, the other and 
stronger cement is necessary. 


LD TOBIAS WATCH-—I have an old watch, en- 

graved “M. I. Tobias & Co.—Cylinder—Four 
Jewels—No. 113791.” How old is it, and what is it 
worth? (Question No. 5185.) A. K. 


ANSWER—The watch described was made in Swit- 
zerland, for the Tobias firm, of Liverpool, England, for 
export to. America, approximately between 1825 and 
1850. Because these watches were of ordinary quality 
as made, and because they are very plentiful in the mar- 
ket today, they have no more value than the junk value 
of the metal in their cases. 





tee SOLDER—How can we remove solder, 
either hard or soft, from gold coins, to leave the 
coin perfect as before the soldering was done? (Ques- 
tion No. 5186.) W. A. P. 


ANSWER—Soft solder (lead and tin alloy) can be 
removed easily, leaving the coin in its original condition. 
lirst heat the coin and shake off all the solder that will 
fall from it. Most of what remains may then be scraped 
off with a piece of brass wire filed to a knife-edge; this 
brass edge will not mar the coin. The traces of solder 
still adhering may be dissolved off safely by immersing 
the coin in muriatic acid. As soon as clean, rinse the 
coin and scrub it with soap and water and a brush to 
remove all traces of acid. Hard (gold) solder must 
be removed mechanically with a cutting tool, or grinding 
with an abrasive, or the like. Since this solder has 
become really a part of the gold in the coin, it cannot 
be removed by heating nor by chemical action. To re- 
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move it without spoiling the original appearance of the 
coin, is of course strictly a matter of skilful use of the 
cutting or grinding tools that must be employed. 


ICTURE ON GLASS—Please tell me what to do 

about an old clock with picture painted inside the 
glass of the door, the paint beginning to come off in small 
spots. (Question No. 5187.) C. O. F. 


ANSWER—If the paint is flaking off in numerous 
places all over the glass, about the only thing you can 
do is to remove all of the paint and repaint the glass. 
As this would hardly be a job for anyone but a profes- 
sional artist, it might solve your problem to place be- 
hind the glass an appropriate lithographed or engraved 
picture from an old book or magazine. Dealers in 
second-hand books, antique dealers, etc., usually have 
beautiful old pictures on hand, not collectors’ rarities, 
at reasonable prices; and many an old garret has such 
things in it, awaiting discovery. If the paint is peeling 
off in only a few places, these may be touched up with 
paint of the same color after removing the loose flakes. 


LD TERMS—I found an old wholesale price-list 

of watches, dated 1889. There are no illustrations; 
just descriptions of watches, printed. Some of the 
terms are Greek to me. Can you explain the meaning of 
the following: “Skylight”; “Chatelaine”; “S. B. & B.”; 
“Bassine”; ‘“Box-Joint”; and “Ajax Insulators, 18 and 
16 size O. F. and Htg.”’? (Question No. 5188.) F. F. Co. 


ANSWER—The meanings of the trade-terms stated, 
of a half-century ago, are as follows: A skylight case, 
for a lady’s watch of 6 size or smaller, was an open- 
face case on which the opening, hence the diameter of 
dial and glass, was rather small in proportion to the 
total diameter of the watch; so that the bezel surface 
was quite broad. Presumably it was intended, by this 
design, to make the whole watch smaller in appearance. 
The term chatelaine meant a lady’s watch, with Swiss- 
made movement, and usually also a Swiss-made case, 
imported and sold complete, whereas the custom then 
was to carry American movements and cases in stock 
separately, and “case up” whichever combination the 
customer chose. The word chatelaine is French, mean- 
ing the mistress of a castle, who carried her keys hang- 
ing on a clasp on her dress; the term as applied to 
watches resulted from wearing them suspended from a 
brooch pinned to the dress. S. B. § B. was the abbre- 
viation for “screw-back and bezel,” applied to fastening 
these parts to the center of a watch case by screwing 
them on instead of by hinges. Bozx-joints were massive 
projections on watch cases on which the hinges were 
fastened, instead of directly on the lids and centers. 
Bassine referred to watch cases in which the edges where. 
lids and centers met were “flush” with each other instead 
of “beaded.” The effect was to make the joints invis- 
ible. Ajax insulators were thin outer cases made of soft 
sheet iron, enameled outside and lined inside with velvet. 
These were used to prevent watches from becoming 
magnetized when carried near electrical apparatus. 
Generators and motors 50 years ago had surrounding 
them wider magnetic fields than nowadays, which made 
these insulators useful, and they were quite an important 
item of trade, then. 











Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





SUPER-SALESMAN ; retail. Address “E., 
445,” care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





EXPERIENCED JEWELER, 10 years’ 
experience, now employed; salary $35 
week; reference. W. P. Friddle, 511 E. 
Franklin St., Richmond, Va. 





WATCHMAKER, 20 years’ experience; 
good references; reasonable salary; 
New York or vicinity. P. O. Box 58, 
Station O, New York City. 





STORE MANAGER;; better class install- 
ment; man of action; employed now. 
Address “G., 447,” care Jewelers’ Cir- 
cular-Keystone. ; 





WATCHMAKER, competent mechanic, 
wants permanent position in the South ; 
integrity unquestionable. Address “L. D., 
483,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, all around repairs: 25 
years’ experience ; best references ; New 
York City. Address “B., 539,” care 
Jewelers’ Circular-Keystone. 





POSITION WANTED; certified watch- 
maker; 35 years old; canable on all 
grades and sizes. W. R. Wright, 130% 
N. Main, R9, Wichita, Kan. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





EXPERT salesman and watch repairer ; 
reliable, efficient and long experienced 
as manager of large credit jewelry 
store. Address ‘“A., 407,” care Jewelers’ 
Circular-Keystone. 





LET’S TALK TURKEY if you can use a 
man of exceptional selling ability in 
your store. Address “D., 471,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, school trained, store ex- 
perience, wishes position under good 
mechanic, anywhere. Address “G., 548,” 
care Jewelers’ Circular-Keystone. 





CAPABLE MANAGER for modern credit 
store; only replies from respected and 
well rated firms will be considered. Ad- 
dress “F., 446,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, 20 years’ experience on 
all grades; nine years’ R. R. inspec- 
tion; plenty of store experience. Ad- 
dress “C., 409,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, g00d on all type watches, 
desires position in Connecticut; $25 per 
week to start; age 33; married; refer- 
ences furnished. Address “V., 512,” 
care Jewelers’ Circular-Keystone. 





ALL AROUND MAN for credit jewelry 
store; thoroughly familiar with all de- 
tails; able organizer and sales promo- 
ter. Address “C., 543,’ care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, neat appearance, de- 
pendable, wait on trade; just married; 
age 27; southwestern Pennsylvania, or 
vicinity only. Address “K., 450,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, age 24, desires position ; 
good on balance and hairspring work; 
school trained; go anywhere; refer- 
ences. Address “K., 293,” care Jewel- 
ers’ Circular-Keystone. 





IDEAL COMBINATION; salesman, card 
writer and window trimmer of unusual 
ability; valuable man to right party. 
Address “D., 544,” care Jewelers’ Cir- 
cular-Keystone. 





HIGH TYPE MAN, one who takes pride 
in his work, seeks position as_ sales- 
man in diamond department of recog- 
nized retail establishment. Address “N., 
453,” care Jewelers’ Circular-Keystone. 





NEW POSITION wanted by very able 
salesman employed now in modern re- 
tail credit jewelry store; highest refer- 
ence; available now. Address “L., 482,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS jeweler, sample maker, 
good all-around worker, wants perma- 
nent position with reliable concern. 
Address “C., 520,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, young man, _ experi- 
enced, desires position; school-trained ; 
single; prefer Middle West, South. Ad- 
dress “N., 503,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, four years’ retail store 
experience; estimate, wait on trade; 
excellent references; New York City or 
vicinity. Address “J., 494,” care Jewel- 
ers’ Circular-Keystone. 


ENGRAVER desires position with high 
grade house; trophy, medal and fin 
inscription work on gold and silver: Al 
reference; East. Address “Gotham 
522,” care Jewelers’ Circular-Keystone’ 





JEWELER AND ENGRAVER, with 9 
years’ experience; best of references: 
will go anywhere ; own all tools ; wishes 
steady position at once. Address “w 
513,” care Jewelers’ Circular-Keystone 





UNUSUAL selling ability, plus 30 years 
experience in diamonds, watches, jewel. 
ry, enables me to guarantee results: 
commission considered. Address “K’ 
530,” care Jewelers’ Circular-Keystone. 





YOUNG MAN, watchmaker, three years’ 
experience, desires position, assistant 
preferable; New York or vicinity. Mil- 
ton Shapiro, 2917 Ave. P, Brooklyn, 
N. Y. Tel. Esplanade 7-9179. 





JEWELRY TOOLMAKER’S apprentice, 
age 19, wishes to learn trade; one and 
half year’s experience in diamond set- 
ting; will work anywhere. Address 
a 528,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, jeweler, stone setter, 
engraver, recently Bradley trained, 
married, age 29, dependable, desires 
position in Texas. Address, W. ; 
Edwards, 209 N. Brazos St., Weather- 
ford, Texas. 





CASTER, expert caster of jewelry, makes 
rubber or metal moulds, vacuum in- 
vesting, assure 100 per cent perfect re- 
sults, desires position or installation. 
Address ‘‘A., 110,’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY bookkeeper, stenographer, 
10 years’ executive experience jewelry 
and watch trade; complete charge, cor- 
respondence, collections and credits. Ad- 
dress “P., 9189,” care Jewelers’ Circu- 
lar-Keystone. 





BOOKKEEPER, stenographer, young 
woman, 13 years’ experience, knowledge 
of watch importing and jewelry; take 
complete charge; thoroughly familiar 
credits and collections. Address “F., 
524,” Jewelers’ Circular-Keystone. 





RING OR GENERAL jewelry manufac- 
turing; young woman wishes perma- 
nent position; thoroughly experienced 
factory gold office, also orders and 
routine work. Address “H., 354,” care 
Jewelers’ Circular-Keystone. 





CREDIT COLLECTION manager, six 
years with large jewelry chain; experi- 
enced all phases of both departments; 
good appearance; aggressive; best ref- 
erences. Address “E., 351,” care Jewel- 
ers’ Circular-Keystone. 





MANUFACTURING jeweler and watch- 
maker, 10 years’ experience; age 26, 
wishes steady position; will go any- 
where; also knows Bohemian language. 
Charles Vyspocil, 123-15th Ave., S. E., 
Cedar Rapids, Iowa. 








WATCHMAKER’S ASSISTANT, four 
years’ experience all makes Swiss and 
American watches; salary secondary ; 
age 33; neat appearing. Write, Ben 
Sherman, 2016 Marmion Ave., Bronx, 


> we 





ABLE store manager; thorough knowl- 
edge of installment field; natural pro- 
ducer, of proven ability; highest busi- 
ness and personal reference; bondable. 
Address “M., 534,’ care Jewelers’ Cir- 
cular-Keystone. 
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Special Notices 











WANTED TO PURCHASE—Continued 











ED, used engraving block; what 
7 you. A. Muhlheim, Jr., 117 N. 
University St., Peoria, Til. 





—EE———EEE= 
REGULATOR MOVEMENT, with dead 
beat, pinwheel escapement; no pendu- 
jum, only movement. Address, R. M. 
Meltzer, 7338 Lunt Ave., Chicago, II. 








WANTED, platinum melting torch, small 
square mill, 14 to_ 1/32; medium size 
blower. Address “E., 523,” care Jewel- 
ers’ Circular-Keystone. 








WANTED, any pieces in “Autumn Leaf” 
pattern, china Haviland & Co. Limoges, 
France; what have you; send prices. 
Address “D., 435,’’ care Jewelers’ Cir- 
cular-Keystone. 





Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





OVER 50,000 watches repaired for the 
trade; there must be a reason; efficient 
mail service. Standard Watch Service, 
146 Fifth Ave., New York, N. Y. 





WATCH REPAIRING for the trade; 
work guaranteed; mail service; write 
for information and price list. Jos. 
Lencer, 726 Sansom St., Room 202, 
Philadelphia, Pa. 





GUARANTEED watch repairing for the 
trade; established 1910; highly skilled 
workmanship at positively lowest 
prices; quick mail service; trial con- 
vinces ; send for price list. Wolf Bros., 
920 Chestnut St., Philadelphia, Pa. 





HIGH GRADE watch repairing for the 
trade; prompt service, reasonable 
prices; all work guaranteed; a trial 


will convince you; crystals fitted for. 


any watch. George Crystal & Co., 613- 
614 Metropolitan Bldg., Detroit, Michi- 
gan. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 


Co Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LARGE OFFICE, completely furnished, 
north light; suitable for diamond, 
watch or jewelry firm; opposite Radio 
City, New York. Address “F., 352,” 
care Jewelers’ Circular-Keystone. 





PRIVATE OFFICE, also small office suit- 
able for watchmaker or engraver; ex- 
cellent light; reasonable rent. Room 
1410, 48 W. 48th St., New York City. 





BENCH SPACE, one or more, suitable for 
jeweler, casemaker, engraver or watch- 
maker ; reasonable rent; excellent 
North light. Room 1206, 115 W. 45th 
St., New York City. 


LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





5 WEST 46TH STREET; store and 
offices, size 20 x 100; moderate 
rental; suitable for jewelers, op- 
ticians, etc.; brokers protected; for 
particulars, Charles H. Voorhees & 
Co., Inc., 55 Liberty St., New York. 
Rector 2-6151. 





NEW YORK WORLD’S FAIR offices 
for out of town concerns, con- 
veniently located, completely fur- 
nished, mail and telephone mes- 
sages received; no lease required; 
competent staff; $16.50 monthly; 
use of address, receiving and for- 
warding of mail and_ telephone 
messages without office, $3.50 
monthly; call or write, Hammill, 
246 Fifth Ave., New York City. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DIAMOND SETTING, mail order, work 
guaranteed; Melle 35c., centers, 50c. 
up (Keystone); one day service; give 
us a trial. J. Green, 819 Loews State 
Bldg., Los Angeles, Calif. 





JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. WHasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
om. Miller’s Pen Seryice, Atlanta, 

a. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, “Vaku-um”’ 
pens, pencils, ete., repaired at standard 
prices ; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; —— 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C 


WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Works”; circulars free. 
Walter Kleinlein, Waltham, Mass. 





OIL-SEALED electric clocks; repair them 
yourself; save the exchange price, save 
time, takes but a few minutes; special 
tools and full instructions sent for only 
one dollar; your money cheerfully re- 
funded if nct satisfied. Write, D. Nel- 
son, 1330 Pennsylvania Ave., Los An- 
geles, Calif. 








JUST 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 
School, Washington, D. C. 





A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices— a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 
fusely illustrated. 





Price $2.50 Postpaid 


‘THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 


TTT 


acest sneered 


@ M. S. Taube, Chicago representative 
for Longines-Wittnauer Watch Co., for 
the past several months, is now repre- 
senting Heller-Deltah Co., as sales man- 
ager and calling on the trade in this 
territory. Mr. Taube was formerly for 
many years with Heller-Deltah Co. 


@ Al Green, who represented Longines- 
Wittnauer Watch Co., in Texas during 
the past few years, will now represent 
the company in the Chicago territory 
and has office headquarters in the Hey- 
worth Building. 


@ Louis Gollberg, for many years as- 
sociated with Bosgardt-Possin Co., in 
Milwaukee, is now representative for 
M. A. Mead & Co., Chicago, in Wiscon- 
sin, Minnesota and upper peninsula of 
Michigan. 


@ Sales managers found out what was 
wrong with them, from the standpoint of 
their salesmen, when W. C. Dorr, mis- 
sionary salesman for the Ingersoll- 
Waterbury Watch Co., gave a list of 
“dont’s” to members of the Sales Execu- 
tives Club of New York at a recent 
luncheon. His chief point was the im- 
portance to sales managers of having 
their salesmen’s loyalty, and showed how 
some details of the methods of certain 
executives of handling salesmen and 
salesmen’s reports tend to militate 
against this. 


@ Milton Nathan, long considered a con- 
firmed bachelor by his many friends in 
the trade, will have some explaining to 
do when he makes his first trip calling 
on the trade in Michigan for Stein & 
Ellbogan. Recently he returned from a 
honeymoon trip to Florida and an- 
nounced that he and Mrs. Nathan, née 
Miss Ann Barrett, would make their 
home in Chicago. 


@ Allen B. Pinero, Le Stage Mfg. Co., 
well known fisherman and nimrod, is 
now making a hobby of being chief ex- 
ecutive of jewelry organizations. On 
Feb. 25 he was installed as Chanticleer 
of The Golden Roosters of Chicago and 
is slated without opposition to be elected 
president of the Fraternal Association 
of Jewelers at their annual meeting 
March 4. 


@ Ed. Inhoff, vice-president and sales 
manager of Ripley & Gowen Co., Attle- 
boro, Mass., and George Flemming, Bo- 
jar Co., Providence, left Chicago the 
middle of February to join their families 
in Florida and will return about the 17th 
of March. 


@ Fowler Aument, formerly jewelry 
buyer for Marshall Field & Co., recently 
became associated as representative for 
F. & F. Felger, Inc., Newark, N. J., and 
will call on the trade in Chicago, the 
Middle West and the Pacific Coast. 


@ “Gus” Felber, dean of Boston’s jew- 
elry salesmen and_ representing the 
wholesale firm of D. C. Percival Co., Inc., 
recently completed his 50th year of ser- 
vice as a traveling salesman in the jew- 
elry trades. Starting as an office boy in 





Golden Roosters Crow Again 


Cuicaco—Exactly on the day of the 
19th anniversary of the first formal 
meeting of the Golden Roosters of Chi- 
cago, Fine Feathers of the Jewelry 
Trade, their annual dinner dance was 
held in the gold room of the Congress 
hotel on Saturday night, Feb. 25, with 
350 members, friends, wives, and sweet- 
hearts present to enjoy this outstanding 
event in the social life of the Chicago 
jewelry trade. 

Promptly at 7:30 o’clock Chanticleer 
Dave Newman rapped for order and 
expressed his appreciation of the co- 
operation of the Wrecking Crew and 
officers and members during the past 
year. The newly elected officers, Chan- 
ticleer Allen Pinero, Scratcher Jack 
Casey, and Keeper-of-Nest Eggs Leland 
Fay were brought before him and duly 
installed. 

It was then announced that the rest 
of the evening was in charge of those 
present, to make their own rules and 
have all the fun possible. The new 
Chanticleer thanked the members for the 
honor bestowed upon him and pledged 
his best efforts for another year of fun 
and frolic. 

Charlie Strait’s orchestra provided 
music throughout the dinner and danc- 
ing. At 9:15 o’clock the show was pre- 
sented and from 10:30 until the wee 
hours the Gold Room presented a scene 
of merriment and hilarity. Each woman 
guest was presented with three hand- 
made lacy handkerchiefs in a box appro- 
priately decorated with the Golden 
Rooster emblem. 








1880 with A. Paul & Co., he became a 
commercial traveler a few years later 
and is still going strong. 


@ Bruner-Ritter, Inc., watch case and 
attachment manufacturers, of New York 
City, announce the appointment of two 
new representatives. Max Cohn with 
offices in the Heyworth Bldg., Chicago, 


K. CAMERON 
JAY, B-R's 
Canadian 

representative 





will handle the line in the territory sur- 
rounding Chicago, and K. Cameron Jay, 
Toronto, has been appointed Canadian 
representative for the firm. 


@ Frank Bruns, representing Jean R. 
Graef, Inc., watch agency in the Chi- 
cago territory, moved his headquarters 
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last month from the Pittsfield building 
to the seventh floor of the Columbus 
building at 31 N. State St. 


@ Philip C. Abrams, popular diamond 
salesman for Son & Prins Co., Chicago, 
was recently elected vice-president of 
the company. 


@ Al Goldberger, who represented Star 
Ring Co., Buffalo, on the Pacific Coast 
for several years, has had Chicago and 
the Middle West added to his territory 
and called on the wholesalers here re- 
cently. 


@ Gray White, son of George White, 
president of The White Mfg. Co., North 
Attleboro, now represents the company 
in the Middle West and has been well 
received by the wholesale trade in Chi- 
cago and other cities of this territory, 


@ Walter H. Simon, who has been as- 
sociated with Graffe & Stanek, Inc. 29 
E. Madison St., Chicago, for the past 
15 years, is critically ill in the John B, 
Murphy Hospital, Chicago. During his 
illness Joseph J. Meske, who recently 
joined the organization, will cover Mr. 
Simon’s territory. 


@ George Dahlman, Middlewest and 
South representative for Cheever, Tweedy 
& Co., North Attleboro, Mass., and a 
party of friends drove to Florida last 
month for a short vacation. 


@ E. R. Rodriguez, recently appointed 
representative for Harvey & Otis, Inc., 
Providence, in the Middle West terri- 
tory, has established office headquarters 
on 10 South Wabash Ave., Chicago. 


@ Benjamin Furman, for several years 


‘ representing the Gruen Watch Co., now 


represents Arnstine Bros., & Co., New 
York diamond importers in the Middle 
West and will make his headquarters in 
Chicago. 


@ Milton Kracker, associated with the 
jewelry trade of Chicago for many years, 
is now calling on the trade of Chicago, 
Middle West and South with the Haig 
& Brown, New York, line of rings and 
mountings. 


@ James Flatau, representing J. J. White 
Mfg. Co., Providence, in the South and 
Pacific Coast territory, now has included 
in his territory Chicago and the entire 
Middle West. His headquarters is in 
the Heyworth Building. 


@ Dan H. Childs, popular representative 
for Bliss Bros. Co., Attleboro, has re- 
cently returned East from California. 


e@ Al Sturtz, associated for many years 
with the watch industry in Chicago, now 
represents the Ace Watch Co., of New 
York City, with headquarters in the Hey- 
worth Building. James J. Gilbert .rep- 
resents the company on the Pacific Coast 
with headquarters in San Francisco. 


@ Sam Zuckerman, well known to the 
retail trade in the Middle West, now 
represents Helfer-Patzward Co., Chi- 
cago, in the territory. 
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ACROSS 
EDITORS 


EWELERS who have scorned to handle costume 

jewelry seem to have passed up a good bet. A sur- 
vey among department stores just completed by the 
National Retail Dry Goods Association shows costume 
jewelry as presenting the best picture of any of the 24 
department store divisions. In 87 per cent of all the 
stores surveyed more costume jewelry will be carried 
than in 1937, and in 30 per cent, more emphasis will be 
laid upon the higher priced lines ranging as high as $50 
or $100. For no other department did so many stores 
plan increased activity and higher price levels, “‘reflect- 
ing,” says the report, “the immense popularity and fash- 
ion importance of this class of goods.” 

Maybe costume jewelry is contrary to old-line jewelry 
store tradition, but mighty few jewelers are despising 
$50 or $100 sales these days, to say nothing of the desir- 
able store traffic which this fashion merchandise attracts. 

After all, which is more important, tradition or 
profits? 


HAT jewelry manufacturers and wholesalers are 

strongly and deeply concerned about the multitu- 
dinous demands for contributions made upon them by 
retail associations is unmistakably shown by the many 
letters of comment we have received upon our articles on 
this subject. (See page 48 of this number, and page 46 
of our February issue.) 

For obvious reasons, these manufacturers do not wish 
their names to be disclosed, but a couple of typical quo- 
tations are illuminating: 

“It’s high time,” says one letter, “that somebody made 
an effort to end this situation. If retail jewelers realized 
how much the sum total of their requests amounts to, 
they would realize that no one could keep saying yes and 
still be in business.” 

A wholesaler comments: “We wholesalers and manu- 
facturers would like to cooperate with the retail jewelers 
but we also would like to see them use good judgment, 
and make our money go as far as possible. Furthermore, 
I think it would be wise if retail jewelers would organize 
their conventions so as to justify assistance from the 
people from whom they ask contributions. Too little 
really constructive work is done at these conventions.” 
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Manufacturers and wholesalers quite naturally haye 
been reluctant to speak their minds freely in talking to 
their retail customers, but there is a growing though yet 
unspoken ground swell of resentment over what they 
consider the unreasonable burden of demands being made 


_ upon them, and from some indications, it is getting near 


the breaking point. 

Retail associations would be wise to modify their de- 
mands and to revise some of their methods of money 
raising before they kill the goose that has been laying 
their golden eggs. 


EBRUARY 28, with January 31 as an alternate, is 

recommended as the correct date for closing the fiscal 
year of retail jewelers, in a special bulletin just released 
by the Natural Business Year Council, 13 E. 41st St., 
New York. 

Sales volume, receivables, and current liabilities for 
most retail jewelers are at their minimum at the close of 
February, and many of the members of the American 
National Retail Jewelers Association are now closing 
their books at that time. 

December 31, or June 30 have been so widely used 
for so many years as the dates for closing books and 
taking inventory, that a suggestion for a change to the 
end of February may seem revolutionary. There is, how- 
ever, much to say in favor of ending the year at that 
time. The work required is considerably less when ac- 
counts and inventories are low, and the labor of taking 
inventory can be more easily handled at a slack season 
and when employees are more nearly back to normal than 
in the few days following the Christmas rush. 


¢¢rPNHE proof of the pudding is in the eating,” is an ~ 

old proverb, but still a true one. The one final and © 
indisputable test of how anything will work is to see how 
it has already worked in actual practice. : 

For that reason, a survey that has just been conducted © 
in Wisconsin, where licensing of watch repairers has — 
been in effect for about two years, is particularly timely 7 
right now when so many other states are considering 
similar legislation. How has it worked? Has it really © 
accomplished what it was intended to do? 

Here is what Wisconsin jewelers and watchmakers say 
after two years of operation under such a law: Ninety- 7 
four per cent have found the law decidedly helpful just 7 
as it stands, and the only suggestions for changing it — 
were to increase its scope and strictness. 7 

Ninety-eight and a half per cent report that they now 
get higher or at least as high prices for watch repair jobs | 
as in 1936, the year before the law went into effect, and © 
eighty-seven per cent reported as much or greater total — 
income from watch repairing. Evidently, therefore, the — 
higher price level has not driven watch repair business 
out of the state as was feared by some. 

Licensing of watch repairers has been definitely 
proved helpful from every standpoint. Moral: Get in ~ 
touch with your state association, find out what you can 
do to help the good work along—and then do it. 
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